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SOUND MADE TO ORDER 


VIEWTAP 


4q ¢ V A quality tape recorder... 
Atl LZ, a perfect slide or filmstrip projector 


Together, they make this an unbeatable 
combination. HI-FI sound and picture. 
Light-weight and portable. Does the job 
best where and when you need it. One full 
hour of recording at 3% I.P.S. on every 
5” reel of tape. Smooth, simple controls, 
it’s so easy to make your own taped story. 
The cool, brilliant VIEWLEX projector 
shows your filmstrips and slides in full 
color with the same high quality that 
makes all VIEWLEX projectors “GUARAN- 
TEED FOR A LIFETIME.” 


So versatile that you'll wonder 
how you ever managed without it! 


Record, erase, edit, all in seconds. Played 
time and again, VIEWTAPE never loses its 
tone and quality. 


7 Ma 


INDUSTRY CHURCHES 


WRITE NOW Dept. A-5 for details and colorful brochure. 
INC. - 35-01 QUEENS BOULEVARD - LONG ISLAND CITY 1, NEW YORK 
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Getting the Most 
from 
Publicity Pictures 
Wi '(-34 4 


A photographic consultant 
tells how to make publicity 
photos do a job. 


Production Tips 
for 
Offset Printing 


Some pointers from an ex- 
pert to help you get more 
from offset. 


The Wondertul 
Letters from 
Storybook Village 


A direct mail campaign 
brought salesmen’s chil- 
dren “into the act.” 


Getting the Most 
from 
Fair Exhibits 


How an exhibitor made its 
fair exhibit pay big divi- 
dends. 


NEW Subscription Order Form 
Please enter immediately my subscription to 


Advertising Requirements or 


] 2 years (24 issues) at $5.00 
[) l year (12 issues) at $3.00 
[} Payment enclosed C) Bill my firm 


oe Title 


| Bill me 
My Name 


Firm___ 
Street 
City. ; k . State 


Nature of Business 


Advertising Requir EMENTS 200 «. itinois st., Chicage 11 


Getting the Most 
Out of Your 
P. O. P. Advertising 


A complete report on the 
merchandising forum at 
the 1955 POPAI show. 


Home Movies 
Do a Job 
For Thor 


How one company solved 
the problem of getting 
movies on a smal] budget. 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 


— POSTAGE WILL BE PAID BY — 
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The 
Low-Budget 
Publicity Progra 


A case history prove 
publicity program dos 
have to cost a fortune 


They Do Things 
Differently 
South of the Bord 


A Mexican publisher 
how to deal with L< 
American publications 


FIRST CLASS 
Permit No. 35 
(Sec. 34.9, P. L. & BR 
CHICAGO, ILLINOI: 
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PROMOTION and MERCHANDISING! 


NATIONAL 


VICE! 
SERVICE! 


EQUIPMENT! s 
MATERIALS! Jig f { V. 
ART-LAYOUT 
PHOTOGRAPHY e 
PHOTO COPYING 
DUPLICATING 


PRINTING 


I TIOQONi’ 


LITHOGRAPHY 


EZ 


TYPOGRAPHY 


ENGRAVING 


ELECTROTYPING 

OFFSET PLATES at 

DIRECT MAIL y 
MAILING LISTS 

ADDRESSING 

i ‘tt MORRISON 
BINDING : HOTEL 


PAPER, INKS 


~—= | CHICAGO 


FILMS—SLIDES 
SHOW HOURS 12:00 Noon fill 10:00 p. m. 


T.V. PRODUCTION Sunday through Wednesday 


PACKAGING 


LABELING A cavalcade of advertising methods, materials, ideas, services, and equip- 
ment! Admission is FREE to EVERYONE, associated in ANY WAY, with 
DISPLAYS Advertising, Sales Promotion, Merchandising, Publicity, or Journalism! 
Come and bring ALL of your employees! If your work includes any phase of 
P. O. P. advertising, you are invited! Get FREE tickets from any exhibitor or by 
mail. See “everything under the sun” in advertising production, promotion, 
SIGNS and merchandising! It’s the greatest advertising show on earth! 


EXHIBITS 
ATTENTION EXHIBITORS: SPACE AT THIS SHOW IS SELLING 
AST. RESERVE YOUR SPACE NOW! PHONE, WR OR 
VISUAL AIDS WIRE FOR FLOOR PLAN AND COMPLETE INFORMATIONS 


SALES AIDS 
Directed By 


SALES CONTESTS L. WM. BAKER AND ASSOCIATES The Midwest's Leading Trade Show Management Firm 


SPECIALTIES L. WM. BAKER. MANAGING DIRECTOR 


@ PREMIUM GOODS MAIN OFFICE: 3302 DODGE STREET. OMAHA. NEBRASKA, PH. WEBSTER 2503 


—AND MANY OTHERS! 
Chicago Office - MARCUS W. HINSON, Associate Director - 19 SO. LASALLE ST.- PH. STATE 2-6337 
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Are you a 


CALENDAR 
WATCHER? 


One of the most referred-to objects in a produc- 
tion man’s office is his calendar. He has to keep 
constant track of his dates...closing dates, that is. 
When it comes to his schedules for rotogra- \ 
vure publications, International Color Gravure 
can take over this problem for the PM. Inter- 
national is a gravure service house that special- | 
izes in the preparation of color positives for 





| 
advertising agencies. Your art work in the hands | 
of the skilled gravure technicians at International ———. |} 
will be processed and forwarded to the publica- —_— i 
tions in accordance with their requirements and i / 
with your schedules. Supertone renders a similar C 
service in monotone gravure. => 
Call in one of our representatives for your 
next rotogravure preparation. This will save iia 


enough time off your production schedule to let ae 
you enjoy some of the more decorative features oY 
of your calendar. 





39 West 60th St., New York 23, N.Y. 
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Telephone Circle 5-8750 


Sales Office: LOS ANGELES—122 Glendale Boulevard, Phone: MAdison 6-4601 


SUPERTONE, INC. 


480 Lexington Ave., New York17, N.Y. Telephone Plaza 3-9468 
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JUST BETWEEN US 


Entered as second class matter Feb. 18, 1954 SON- KK 
at Chicago, IIl., under the Act of Mar. 3, 1879 Market St. (DOuglas 2-4994 Richard 
Additional entry, Lafayette, Ind 


Advertising Promotion Tops in Design... 


Since advertisers and agency men are on the receiving end of 
advertising promotion, they are not always too conscious of the design of 
the material which they receive or read in the advertising press. Yet, 
entirely aside from its value as information regarding media, it ranks high 
in the entire field of advertising from the standpoint of design. 


Some of the top advertisers in the promotion field, like Columbia 
Broadcasting System, Time and Business Week, to name but a few which 
readily come to mind, are notable not only for excellence of their ideas, 
but also for the skill with which they are executed. For that reason 
they are well worth study and analysis, since many of their basic methods 
can be adapted to fields other than the promotion of advertising. 


The outstanding fact about successful promotion, like other good 
advertising, is that having started with a good idea, the producer of the 
material does not spare trouble and expense in giving it the most inter- 
esting and flattering presentation it is possible to put together. 


Here typography, layout and art are at their best. CBS, for in- 
Stance, has long enjoyed a reputation as one of the finest in the field 
of typographic design, and each advertisement or mailing-piece is impec- 
cable in good taste, coherence and sheer eye appeai. And don't think 
those qualities aren't worth a lot of money in sales impact! 


Promoting advertising is like promoting sales for anything else. 
Good design and perfect production add immensely to the value of a sound 
selling idea. 








SB /) 
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.». When printing gets 


BATTED AROUND 
LIKE A BASEBALL... 
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there’s no paper like 


“When a printing job re- 
quires extreme durability, 
as well as crispness and 
brightness, we recommend 
a cotton paper,” says 
Arthur A. Wetzel, Presi- 
dent of Wetzel Brothers, 
Creative Printers and Li- 
thographers, Milwaukee, Wisconsin, and Past 
President of the Printing Industry of America. 


“A good example is this Milwaukee Braves 
baseball schedule, lithographed by us for a 
Milwaukee advertising agency. Pocket-wallet 
size, it had to withstand a whole season’s 
handling . . . a tough assignment in baseball- 
wild Milwaukee. We used beautiful cream- 
white Fox River 100% Cotton Anniversary 
Bond . . . and while the umpires toss out over 
3,000 scuffed, unplayable balls during the 
Braves’ season, we have yet to hear of one of 
these schedules being worn out by a fan.” 


FOX RIVER PAPER CORPORATION 


Appleton, Wisconsin 


COTTON 
PAPER 


for new ways YOU can use 
Fox River Cotton Papers! 


. . uses other than letterheads, matching 


envelopes, office forms, etc. 


SPORT SCHEDULES... 


100% Cotton Anniversary Bond and Ledger 
for long, rugged treatment, economy of space, 
ease of printing in one or more colors, small 
and large type . . . football, kasketball, hockey, 
hunting, fishing. 


ANNUAL REPORTS... 

For dignity and prestige, 100% Cotton 
Anniversary Vellum for body stock, 
Anniversary Bristol for the cover. For fine 
print, graphs, halftones, solids. For 
lithographing, embossing, engraving. 


DIRECT MAIL... 


Cotton Bonds, Onion Skins, Vellums, Bristols 
and Thin Cards in matching shades of cream 
white and blue white for every budget . . . for 
an integrated program of direct mail letters, 
inserts, folders, post cards, announcements, 
calling cards, envelopes. 


PRICE & PARTS CATALOGS... 

100% Cotton Anniversary Ledger for smooth 
printing surface for fine lines, halftones, 
solids — durability under constant handling. 





Performance 


CRAFTINT “66” JET BLACK 


Craftint "66" is available in 
the % oz. “quill-in-stopper” 
and the 2 oz. sizes... also 
the more economical 2 pint 


.++pint,..and quart sizes, 


Also available in 17 won- 
derful transluscent colors! 
For pen or brush work... 
also superior in the air- 
brush! They produce excel- 
lent transparent washes. 


All colors intermixable. 


“66” 


JET 
BLACK 


DRAWING 
INK 
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DRAWING INK! 


You’ve never used an ink like this... and 
your first stroke with a pen or brush 
will prove it! Extra waterproof and black 
as midnight! It covers with a single 
stroke... and remains jet black. 

Made of the finest-ground colloidally- 
perfect Carbon Black... it 

assures a smooth, even flow! 

No settling! No sediment! It will 

not streak, discolor, or lighten 

with age! For Top Performance! 


Try It Today! 


Cc rattint 


THE CRAFTINT MANUFACTURING COMPANY 


NEW YORK e¢ CLEVELAND e¢ CHICAGO 
Main Office: 1615 Collamer Ave., Cleveland 10, Ohio 
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It often seems as though we could 
add a special AR department under 
the heading, “The Ideas of Bill Claw- 
son.” Bill is the ad manager of Mil- 
ler Printing Machinery Co. of Pitts- 
burgh, and out of his office flows 
some of the most clever promotion 
pieces in use today. 

Many AR readers will remember 
our story, “Wilbur” (June 54 AR), 
which told about the unusual Easter 
booklet Bill dreamed up last year. 
It was just one of many interesting 
and unusual Miller promotion pieces 
which have crossed our desk. 

As a matter of fact, many of Bill’s 
ideas have been so clever that print- 
ers on his mailing list have formed 
the habit of saving the mailing pieces 
and using them as ideas for their 
customers’ jobs. Thus, it was inevit- 
able that we should receive an en- 
velope in the mail with this teaser: 
“Here’s a direct-mail idea you can 
sell to your customer .. . But first— 
please read the Miller message.” 

Inside was Miller’s adaptation of a 
special folding technique. If you pull 
the front page down you see one 
message; pull it up and you find an- 
other. The obvious caption: “There 
are Two Sides to Every Story.” The 
two “hidden” messages inside were 
miniature reproductions of letters 
Miller has received—compliments on 
their presses . . . one from “man- 
agement”; the other from “the men 
in the pressroom.” 


>On April 25, AR will have a new 
telephone number in Chicago—DEla- 
ware 7-5200. If you’ve ever faced the 
task, you know that it isn’t a simple 
matter to change a well established 
phone number. We’re keeping track 
of all of the details involved and will 
give you a complete run-down in a 


RS. 
NOTE 






BOOK 





forthcoming issue so that you will 
have a ready-made checklist when 
you find yourself faced with the same 
problem. 


>How good is American photoen- 
graving? According to a European 
expert, J. F. T. Noakes, head of Art 
Reproduction Co. Ltd. of London, it’s 
the best in the world. Mr. Noakes 
was guest of honor at a board meet- 
ing of the Photo-Engravers Assn. of 
Southern California and told the 
group that American photoengrav- 
ing methods and equipment are far 
ahead of those in Europe. 


>A fellow editor has come up with 
an answer to unreasonable demands 
from his publication’s salesmen for 
special services. When he gets a re- 
quest that just can’t be serviced, he 
drags out a special rubber stamp and 
puts a big “DIY” on it. To the sales- 
man the answer is obvious—“Do It 
Yourself!” 


> Direct Mail Advertising Assn. has 
come up with an interesting report 
on the estimated dollar volume of 
direct mail advertising during 1954 
—a record high of $1,374,882,915—up 
9.43% over 1953. Quite a climb from 
1950’s $918,660,480. 


> Like this story from Marine Re- 
cruiting Notes, the monthly news- 
paper of the U. S. Marine Corps 
recruiters. Seems Staff Sergeant 
George A. Moffett of the Leather- 
neck recruiting station in Worcester, 
Mass., was visiting a school when a 
history teacher asked him to say a 
few words to her class. Here’s the 
way Notes tells it: 

“After giving a brief rundown on 
the Marine uniform and awards and 
decorations, he was a bit flabber- 


CEORCORROCRCCEOCERCEGCORCEECEERECOEOOEECESCEOURCOOSCCECSCRROREOESCCERTECERRCECEOCEROSORECERGHGOCEEEOERORGCEECEEORORCOCOCREURSCESCSCRERCEROROCEOESOORGERORSERROCRROEERS 


Display typefaces in this issue . 


Page 3!1—-Steel Boid Condensed, 20th Century Extrabold & Spartan 


Medium Italic; 35—Venus Extrabold Extended G Spartan Heavy Italic; 37—Bernhard Modern Bold 
& Bodoni Bold Italic; 38-39—Stymie Extrabold Italic; 45—-hand-lettering, Kabel Heavy G Spartan 
Heavy Italic; 53—-Rondo Bold & Spartan Black Italic; 63—-Venus Extrabold Extended & Lining Gothic 
#31; 67—Discus Script; 73—Lydian Bold & Bold Italic; 79—-Tempo Heavy & Spartan Heavy Italic; 
87—Studio, Studio Bold & Spartan Black Italic; 93—Flash & Spartan Heavy Italic; 97—Venus Extra- 


bold Extended & Spartan Black; 101—Cello Lettering 194-C, Bodoni Bold Italic G Bold; 107 
Casual; 113—-Bernhard Modern Bold Italic G Bodoni Italic 


-Dom 











Your 
Catalog Becomes 
a Powerful 
Selling Tool in 


Your sales volume increases when 
Heinn Binders add sales appeal to 
your catalog and Heinn-designed 
indexing stimulates buying action 
by giving facts in three seconds. 
Years from now, when ordinary 
binders are worn out, your Heinn 
covers will still be a credit in ap- 
pearance and performance. 


Loose-Leaf 
Binders 


Heinn custom-styles loose-leaf 
binders to meet your sales need. 
Because the emphasis is on ideas, 
uncompromising standards and 
service, Heinn attracts customers 
whose names alone are recom- 
mendations. For proof of the satis- 
faction that Heinn delivers, con- 
sider the repeat orders that keep 
coming in...some from companies 
Heinn has served for 40 years! 


New... 


“Facts at Your 


Fingertips,’’ the 

booklet that simplifies 
catalog planning. 

When writing for 

your copy, please 
indicate your needs 

in binders and indexes. 


THE HEINN COMPANY 


306 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 





ORIGINATORS OF THE 
LOOSE-LEAF SYSTEM OF CATALOGING 
LEADERS SINCE 1896 
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CARRYING THE 
WoRLD on YOUR 
SHOULDERS 2 














Are you trying to shed some detail 
and looking for a little relief from 
production worries? If so, you 
need Pontiac, we've been helping 
frustrated production departments 
for years—for 41 years in fact. 
Only Pontiac has seven unified 
services, all under one roof, and 
so set up that individually or 
collectively they can give you the 
personal attention you deserve. 
Write or call and let us tell you more. 










































































ART 
PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 
COLOR PROCESS 


LITHO PLATE SERVICE UNIFIED 
SERVICES 



































































































































PONTIAC 
Engraving t Clectrotype Co. 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 
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gasted when the teacher thanked 
him and then presented him with an 
all-day candy sucker. Hastily leav- 
ing the room, he decided to do a bit 
of research and found that the 60- 
year-old teacher keeps a box of 
suckers in her desk, which she hands 
out to her students when they do 
well in class.” 

Last we heard, the recruiter was 
trying to arrange to get a Marine re- 
cruiting message imprinted on the 
sucker wrappers. 


>The experience of Cottage Baking 
Co. (Piqua, O.) confirms a suspicion 
we've had about packaging—it’s just 
as easy to “over-package” a product 
as it is to “under-package.” Cottage, 
after two sales failures for its “Betsy 
Ross” bread in different opaque 


wrappers, adopted a clear cellophane 
overwrap with no band at all and 
saw sales go up 30%. 

All identification, weight informa- 
tion, ingredients and the bakery’s 
name are incorporated on neatly de- 





signed end labels. Two different la- 
bels are used on each loaf—one 
carrying the Betsy Ross trademark; 
the other a cartooned cowboy, “Kid 
Krust.” 

Without the customary paper 
band, the package provides an unob- 
structed view of the product, and 
shoppers have commented enthusi- 
astically about the convenience of 
handling the loaf in their kitchens, 
since there is no obstructing band 
to contend with in removing slices 
from the package. 

Ralph Osborn, Cottage general 
sales manager, has instructed drivers 
to lay the packages on their sides 
on the shelves for maximum sales 
appeal. Because of this, he is con- 
templating having the end label 
printed sideways to gain readability. 


> There will always be a new wrinkle 
to build attendance at trade show 
exhibits. The Wings Shirt Co., for 
example, is using printed paper 
saucers. The paper plates are dis- 
tributed to buyers by Wings sales- 
men and bear the message: “This 
flying saucer brings news of the big- 
gest shirt story in or out of this 
world. Whirl around to Wings.” A 
space is provided for the hotel room 
number. 





The saucers were produced by 
John Martin Studios (New York) 
and have proved so successful they 
are being made available to sales- 
men to draw customers to their local 
sample rooms. 


> Gravure is too often, we’re afraid, 
the “unknown” process of the graph- 
ic arts. While it is becoming in- 
creasingly important to admen, it is 
too frequently more-or-less a mys- 
tery to the average advertising pro- 
duction man. 

A good review of the status of the 
industry was presented by Allen C. 
Black, gravure superintendent, 
Crowell-Collier Publishing Co., at 
the annual meeting of the Gravure 
Technical Assn. in Chicago. Here’s a 
resume of what he had to say: 


>“In retrospect, the gravure indus- 
try has made notable progress in the 
five years just passed, an advance- 
ment strongly indicated by the in- 
creased use of gravure for news- 
paper and magazine advertising. 

“This increased use of gravure has 
resulted in construction of new 
printing plants, expansion of exist- 
ing plants, and additional facilities in 
the service plants which have met 
the increased demands for duplicate 
positives and other necessities. 

“Improvements apparent now are 
such mechanical wonders as today’s 
high speed presses. Less evident but 
equally important are advances made 
in preparatory operations aimed at 
producing uniformly satisfactory re- 
production from all types of art. 
Emphasis in this latter improvement 
has been on developing methods and 
mechanical equipment capable of 
speed-precision work with the elimi- 
nation of human error. 

“But the necessity for skilled per- 
sonnel has continued. The Interna- 
tional Photo-Engravers’ Union has 
recognized, with management, the 
importance of an adequate labor sup- 
ply to meet increased business in the 
future. Many apprentices have been 
trained in this period, emerging as 
highly skilled, specialized operators. 





Allen C. Black 
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IS OLD COUNCIL TREE BOND 


It is made entirely of new cotton. It will last 
forever. 


The long cotton fibers give it great strength so 
it can be handled continuously without breaking 
down. You can type and erase without marring 
the surface. 


Titanium has been added to increase its 
whiteness and reduce show through. A touch 
of blue has also been added to further in- 
crease the appearance of whiteness. 


It is used for life insurance policies, forms, 
certificates and other important documents. 


It is primarily used for letterheads that require 


the utmost in prestige. When you need the 
very best in a business paper, we recommend 
“Old Council Tree Bond” made of 100% new 
cotton by the Neenah Paper Company. 


Please send me the booklet, ‘‘The Facts about 
The Quality” and samples of your finest rag 
content papers. 


Signature 
Attach to your letterhead and mail to: 


NEENAH PAPER COMPANY 
Neenah, Wisconsin 





why you can salami from Kepid 


A full measure 
of quality in 
electrotypes 


for 
every purpose 


JV news-ad electros 
/ magazine electros 
Y atlantictypes 

VY curved plates 

J dealer cuts 

/ carton plates 

V/ job electros 


No matter for what purpose you may order electrotypes, 
you have a right to expect a full measure of quality repro- 
duction. And that’s true whether they’re simple electros 
of trademarks, logotypes or product models for dealer use 
or several sets of four-color Atlantictypes, the precision 
duplicates accepted by national magazines as “‘originals”’ 
because of their durability and fidelity. 


At Rapid you get what you have a right to expect because 
of our half-century background in plate making, constant 
improvement in techniques and facilities, and our exclusive 
quality controls. 


And here fine craftsmanship is enhanced by fine service. 
Get more per dollar the Rapid way. 


Good example of Rapid’s precision- 

made products is the curved electro 

° ... the finest duplicate for high-speed 
Op) for quality reproduction rotary printing; often chrome plated. 


NEW YORK CINCINNATI DETROIT PHILADELPHIA SAN FRANCISCO 


Atlantic Electro. & Stereo. Co. E Co. Northern ~—— Co. Co. a 
VAnderbitt 6-0900 rap ARiay 7 TRinity 5 ‘Titeckeone 3902 ac 2 ss 
CHICAGO: Sales Office, DEarborn 2-2016 HARTFORD: New England Sales Office, ADams 3-3409 


AD-ELECTROS + MATS « PLASTIC PLATES * R.O.P. COLOR MATS « ATLANTICTYPES * JOB ELECTROS 
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Prominent Users of Strathmore Letterhead Papers: No. 116 of a Series 


~ af Young race horses are a symbol 

\ of spring in the thoroughbred 
horse raising areas of the United 
States. This broodmare, which has 
already produced a noted racer, 
grazes with her newest foal. 


American Thoroughbred Breeders Associaton. Inc. = 







Thoroughbred QUALITY wins! 


“Breeding the best to the best” is the policy followed by breeders 
of thoroughbred horses. Only by concentrating on quality can a 
breeder produce horses able to distinguish themselves in the rigor- 
ous competition of the turf. The American Thoroughbred Breeders 
Association, Inc. furnishes leadership and guidance to its large 
and prominent membership. 


The Association also endeavors to maintain high standards in 
breeding and racing horses and sets an example by establishing 
quality procedures in every particular of its operation. Take, for 
example, its choice of a Strathmore letterhead paper for stationery, 


from a line that assures dependability and performance. 


The reputation of Strathmore letterhead papers for quality makes 
them the choice of many of the leading organizations in the country. 
Their expressive character conveys an immediate feeling of integ- 
rity and reliability. Ask your supplier to show you samples and 


see the difference that quality makes. 


STRATHMORE LETTERHEAD PAPERS: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond. Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE THIN PAPERS: Strathmore Parchment Onion Skin, Strathmore Bond Onion 
Skin, Strathmore Bond Air Mail, Strathmore Bond Transmaster. 


STRATHMORE 


MAKERS OF FINE PAPERS 
Strathmore Paper Company, West Springfield, Massachusetts 


12 * ar « May 1955 








“Progress in gravure research is 
illustrated by the Battelle Memorial 
Institute, whose trained technical 
staff conducts research on specialized 
projects in many phases of the in- 
dustry. The founding of GTA is an- 
other example of progress in gravure 
thinking. GTA has brought together 
producers and buyers of gravure; 
has collected from and made avail- 
able to its members knowledge for 
improving and standardizing the 
gravure process. 


>“In prospect is continued increased 
use of gravure, in Crowell-Collier 
publications specifically and prob- 
ably in other magazines as well. 

“In anticipation of increased use 
of gravure, new procedures and 
equipment are being developed to 
achieve higher production, more uni- 
form results. Among the new de- 
velopments: improvement in photo- 
graphic equipment, progress in 
developing an electronic scanner for 
color copy, and materials for pre- 
proving positives; the Alco Process 
as a resist-control and further step 
toward uniform results. 

“Current research, which has al- 
ready developed an automatic ma- 
chine to reduce human error in the 
etching process, now seeks to pro- 
duce a means for automatically con- 
trolling the developing operation. 

“Upon all of these factors being de- 
veloped now depend still others yet 
to come. In that future, gravure re- 
production, the best today, will con- 
tinue to represent the finest in 
printed reproduction tomorrow.” 


> Monsanto Chemical Co. (St. Louis) 
came up with a natural test “mar- 
ket” for its new detergent formula- 
tion of “all” for electric dishwashers. 
When word got around that the Duke 
of Edinburgh bought a new electric 
dishwasher for Queen Elizabeth, an 
alert Monsanto executive immedi- 
ately shipped a year’s supply of “all” 
to H.R.H. Queen Elizabeth II at 
Buckingham Palace amid a barrage 
of press releases. 44 


PRODUCTION MEN LOVE .. .— 





“Oh, forgot to tell you—we've decided to 
mimeograph that job.” 


















Maturity for Exhibits 


e This office would like to order 100 
reprints of the article, “Maturity for 
Trade Show Exhibits,” which ap- 
peared in the March AR. 
This article is definitely one that 
I would like to place in the hands of 
our membership. 
KEN ARVEDON 
Executive Secretary, Exhibit 
Producers & Designers Assn., 
New York 


e We'd appreciate your permission 
to reprint from your March issue 
the article entitled “Maturity for 
Trade Show Exhibits.” 

We expect to mail copies of it to 
commercial firms exhibiting at our 
1955 convention in St. Louis. 

Don M. TurRNBULL 
Executive Secretary, American 
Poultry & Hatchery Federation, 
Kansas City, Mo. 


Algiers Hotel 


e Both my client, the Algiers Hotel, 
and myself would like to extend our 
sincere thanks for the wonderful 
article on the Algiers (“Identity with 
Distinction”), which appeared in the 
December AR. 
We have received some excellent 

comments. 

ERWIN Harris 

President, Harris & Whitebrook 

Advertects Inc., Miami Beach 


Press Conferences 


e We request permission to reprint 
“How to Stage a Press Conference” 
from the September AR, solely for 
internal distribution to the public 
relations staff of Shell Oil Co. 

R. G. PEARSON 

Shell Oil Co., New York 


e Have read your articles on “How 
to Stage a Press Conference” and 
“Do’s & Don’ts for Better Press Re- 
leases” in the September AR. 

Am at present engaged in prepar- 
ing a public relations handbook for 
the American Society of Training Di- 
rectors and would like to request 
permission to use excerpts from your 
articles in our handbook. 

ASTD is a non-profit organization 
devoted to the advancement of train- 
ing and education of business, indus- 
try and related fields. The public 
relations committee believes that 
some of the material run in the two 


READERS WRITE 


articles would be very helpful to us. 
The manual, when completed, would 
be used by ASTD’s 41 chapters. 
ELLIOTT FRENCH 
Chairman, Public Relations 
Committee, ASTD, Bureau of 
Apprenticeship, Indianapolis 





eI was interested in your “Do’s & 
Don’ts for Better Press Releases” 
article. Particularly interesting was 
the item which complains about 
“people who try to pass off minor 
changes as ‘new developments’.” I 
was interested in this because of two 
recent developments on this question 
of releases on “new developments.” 

The first example was a release 
which we sent to publications in our 
field and related fields. This is our 
50th year and we had a photograph 
of one of our very early models in 
use loading cordage onto a horse- 
drawn wagon. As a contrast, I had 
been able to get a photo of one of 
our up-to-date models handling am- 
munition boxes into an F-84f Thun- 
derstreak fighter-bomber. We and 
our agency felt that the two pictures 
illustrated not only the improvement 
in our own equipment over the past 
half century, but also was of general 
interest to anyone interested in ma- 
terials handling because of the two 
extremes of transportation with 
which our product was being used. 

The editor of one of the new prod- 
ucts type of paper wrote a rather 
curt letter pointing out that if we 
expected this to be used we should 
supply them with complete specifi- 
cations on the two Revolators in 
question. On new products or new 
developments we do follow that 
formula, but we were surprised that 
he did not recognize the real story 
in this particular release. 

What makes this reaction particu- 
larly interesting is that this editor’s 
publication has been publishing re- 
leases from another company in our 
field which contain exactly what the 
editors you surveyed say they do not 
like [“new developments” which 
everyone in the business has been 
making for years]. 

We realize that the editors of these 
publications cannot possibly keep 











“Develop Our Ulcers” 


“Many times we have to underlay plas- 
tic plates which run shallower (than 
Reilly Plastictypes) . .. we continue to 
receive them, have the same trouble 
over and over, and develop our ulcers. 
We sincerely hope you continue to turn 
out the superior product which you do 
and that we receive all our national ads 
through Reilly Electrotype.” 

Mechanical Superintendent 

Oregon Newspaper 


“Abomination” 


“Reilly Plastictypes are the only plastic 

plates we can use satisfactorily. There 

is no need of routing or remounting ... 

Cheaply made plastic plates are an 

abomination.” 

Mechanical Superintendent 
Kansas Newspaper 


“Never Have Trouble’’ 


“We think your Reilly Plastictypes are 

the very best plastic plates we receive 

in our plant. Never have trouble. We 

like .055 in depth.” 

Mechanical Superintendent 
Texas Newspaper 
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do you issue 


2 Parts Lists 

C] Price Lists 

0 Product Lists 

1] Membership Lists 

C1 Telephone Directories 
() Financial Reports 


* why not cut out 
10 costly steps 





1) Typewrite copy, check and send to printer 
2) Printer sets type 
. 3) Printer pulls galley proof 
4) You read galley proof 
5) Printer pulls revised galley 
6) You read revised galley 
7) Printer makes up page form 
8) Printer pulls page proof 
9) You read page proof 
10) Printer makes corrections 
11) You OK (?) final page proof 


FLEXOPRINT’S ONE-STEP METHOD 


... Simply type each listing on a separate 
Flexoprint card, check for accuracy just once, 
attach in proper sequence to the light-weight 
Flexoprint panel and send to the offset printer 
for reproduction. Thus, all the costly typeset- 
ting and numerous proofreadings are elim- 
inated! The fact that the cards are insertable 
at any point means that the list can be kept 
constantly up to date on a routine day to day 
basis by your office staff — and go to press at 
a moment's notice. Mail coupon today for 
folder giving full particulars. 
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i Room 1594 i 
i 315 Fourth Ave., New York 10 i 
j Kindly send folder KD610 — how to “Produce Your Lists Faster... More Accurately and i 
J at Less Cost with FLEXOPRINT.” I 
DS. IN is sestscnieatuiicnsittinsittitimiatesdepi Mi naiiamipaniciiitnasicinainiainitinn 
i Te cricitteicaeeecicnesntsccenintceiniansnsiiiisineiinicinasheaibinianatiaiiiaataiiaigimiiimiatnndiiglmniaNRe. 
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track of all developments of every 
manufacturer in a field where a very 
high percentage is built to the users’ 
specifications. However, when they 
stumble over something obvious and 
then get “stuffy” about making news 
out of minor changes, we are tempted 
to relax our own standards of what 
really is news and feed them a mass 
of material. 

WiLL1AM Busse 

Revolator Co., North Bergen, 

N. J. 


Pocket Microscopes 


e The March AR (“Readers Write,” 
page 10) contained a letter from 
Lewis B. Collins of Bausch & Lomb 
Optical Co. Unfortunately, state- 
ments therein are misleading. 

May we put Mr. Collins straight on 
a few points? Pocket microscopes 
outsell linen testers by such a wide 
margin that the linen tester just 
isn’t in the running. 

Mr. Collins gives us a dig about 
quality and talks about fire-polished 
lenses. Perhaps his company uses 
them—we don’t. He may have had 
some experience with the German 
and Japanese pocket microscopes. 
Many are copies of ours and in no 
way compare. Many have paper 
spacers and the cheapest kind of 
lenses. 

The pocket microscope mentioned 
in AR (January AR, page 73) and of 
which Mr. Collins wrote is of high 
quality and has four pitch-polished 
lenses. 

Again he speaks of price. Price is 
no criterion for quality. He should 
know that some low quality is high 
priced and that some high quality is 
often vastly overpriced. 

Our pocket microscopes are engi- 
neered and precisely made through- 
out. They give a brilliant dead flat 
field and run extremely uniform— 
more so than many of the most ex- 
pensive ones. 

C. A. Mowrey 
President, DuMaurier Co., 
Elmira, N. Y. 


Ad Education Assn. 


e I propose the foundation of an 
“Advertising Education Association.” 

Its objective would be to improve 
the training of future advertising 
personnel through the improvement 
of the cooperation and communica- 
tion between the advertising profes- 
sion and those who teach and study 
advertising. 

Anyone interested? Teachers? 
Students? Agencies? Media? Asso- 
ciations? Others? 

Rosert R. CLuse 

Ass’t. Professor & Chairman, 
Marketing Dept., Iona College, 
New Rochelle, N. Y. 
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NEW SUNBONDED DAY-GLO” BULLETIN COLOR SYSTEM 
MAKES YOUR PAINTED BULLETINS LAST 


... AFTER MONTH... 





... AFTER MONTH... 


A FULL RUN OF 120 DAYS! 


A new Switzer Brothers development now 
makes it possible for you to use Day-GLo 
on your 120-day painted bulletins! It’s the 
new Sunbonded Day-GLo Bulletin Color 
System! With it, you use two coats of 
Sunbonded Day-GLo Color, plus one coat 
of Day-GLo Filteray. 


Colorless Filteray filters the sunlight, keeps 
harmful rays from prematurely fading the 


6 


7 EYE-STOPPING > 
FLUORESCENT > 


bright, fluorescent colors underneath. Yet 
Filteray lets the fluorescent glow pass 
through it with full brightness. A pioneer 
user of the Sunbonded Day-GLo® system, 
The Pilsener Brewing Corporation of 
Cleveland, Ohio, reported their painted 
bulletins remained bright and glowing 
after more than 4 months of constant 
exposure to sunlight. 


> 


COLORS | 


—___—__—____» 


Sunbonded Day-GLo Bulletin Color and 
Filteray brush on as easily as ordinary 
bulletin paints. And they dry quickly! On 
most jobs, all three coats can be applied 
on the same working day. 

For more information about the new Sun- 
bonded Day-GLo Bulletin Color System. or 
for help with any of your painted display 


problems, do feel free to call upon our 
specialists. 


SWITZER BROTHERS, INC. 


4732 ST. CLAIR AVENUE + CLEVELAND 3, OHIO 


In Canada — STANDARD SALES COMPANY, 4097 Madison Avenue, Montreal 28, Quebec 





HERE’S A 


| 
) 


GLITTERING 


IDEA — 





to make your premium, nov- 


elty or product sparkle ! 


Use GOLDMARK*—it's 
23K genuine gold and the 
only pressure sensitive trans- 


fer foil on the market. 


WITH 


GOLDMAN L/S * 





—you can draw or write on 
almost any flat surface with 
simple pressure of pencil or 
ball-point pen. Makes your 
premium or product different, 


personal and attractive. 


Write Dept. AR for information 


and name of nearest distributor. 


HASTINGS & CO., INC. 





2314 Market Street, 


Philadelphia 3, Pa. 


ESTABLISHED 1820 
*TRADEMARK 
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The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 


information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. .. . Ed. 


Color Transparencies 


e We would appreciate it if you 
could supply us with the names of 
firms who handle a variety of full- 
color transparencies. Vignettes and 
various food packaging are two proj- 
ects for which we require these at 
the present time. 

One particular subject which 
would interest us would be a trans- 
parency showing platters of cheese, 
assorted hors d’oeuvres, etc., and one 
suitable for men’s, ladies’ and chil- 
dren’s sunglass designs. 

SAMUEL FOGEL 
Samuel Fogel Packaging & Dis- 
play Consultants, Montreal 


Paper Money 


e We have need for paper money 
that can be used in proposed direct 
mail advertising pieces. Our office 
would like to purchase suitably 
printed denominations of $1, $5, $10 
and $20. 

Can you tell me where we can 
purchase this so-called stage money 
or paper currency? 

CHARLES E. WOLFF 
Advertising Initiative, 


Ore. 


Eugene, 


Outdoor Thermometers 


e We are interested in securing a 
source of supply for large outdoor 
advertising thermometers. 

JAacK HORNER 

Jack Horner Advertising, Pe- 

oria, IIl. 


Trading Stamps 


e Do you know of a printing house 
that specializes in printing trading 
stamps? 

C. R. STAFFORD 

Production, Arthur E. Smith Ad- 

vertising, Portland, Ore. 


TSS OUT CCD  e” 


Numbering Photos 


@ We are looking for a practical and 
economical method of numbering 
our photographic negatives. At pres- 
ent we are scratching numbers on 
the negatives by hand, but this 
method is too time consuming and 
the lettering is sometimes irregular 
and unsightly. 

Any suggestions that you or your 
readers may have will be appre- 
ciated. 

WetuiaM K. PoLiock 
Advertising Assistant, Bostitch, 
Westerly, R. IL. 


Recipe Holder 


@ We are looking for a paper or plas- 
tic container to hold a supply of 
small recipe sheets. This should have 
pressure-sensitive tape so that the 
box can be stuck up on a wall, 
counter or any other place. 

Harry P. Horz 

General Sales Manager, Weisel 

& Co., Milwaukee 


Metal Directory Edges 


e I am trying to locate a source of 
supply for a specialty item which is 
best described as a “metal edge for 
telephone directories.” This item is a 
folded metal strip which clips onto 
the edge of a telephone book cover. 
The item carries a sales message. 

L. L. BowMAN 

DGB Advertising Agency, Aus- 

tin, Tex. 


Photo Scaler 


e Can you recommend a supplier of 
automatic scaling devices used for 
the scaling of photographs? 

Jason N. SILTon 

Silton Bros. Inc., Boston 


Imprinted Shirts 


@ We have been looking for a source 
of supply for cotton shirts printed 
with an over-all trademark design, 
both “T” shirts and long-sleeve 
shirts. 

J. D. DENBOo 

Advertising Manager, Honeg- 

gers’, Fairbury, III. 


‘ " 
WEMBLEY 


FIREARMS CO 
. DP 
i Ne ale Al 
ni W)) EXT) x 

4 os 

_s, 
yey Z 

* pak a\\ ™ 
\ 
S 


“Excuse me, sir, Mr. Wembley wants 


me.” 








Animated Cow 


@ On behalf of one of our clients, we 
need a 5’ animated replica of a car- 
toon cow now used as a trademark. 
The replica would stand at the en- 
trance of a dairy-bar and beckon 
people inside. Can you give us the 
names of companies manufacturing 
display material of this type? 

STEWART WARK 

Wark Associates Inc., White 

River Junction, Vt. 


Plastic-Coated Paper 


e We are looking for a polyethylene 
coated paper with a dextrene 
gummed backing. If possible, we 
would like to print on the ungummed 
side. 

JACK WEIL 

Friedman & Rich Advertising, 

Pittsburgh 


Deep-Etch Process 


e We are interested in obtaining 
some information on the deep-etch 
process as applied to transparencies. 
We are looking for a contractor and 
seeking information to see if we can 
set up the process within our outfit. 

KerTrH AYLING 

Public Relations, Marsh Theiss 

Inc., Huntington, N. Y. 


Display Boards 


e We are looking for display boards 
made of cork or peg-board. We want 
three boards hinged together so they 
may be closed and carried with a 
handle. We would also need legs to 
fasten to the boards so we could 
form them into an easel for present- 
ing material to a group. Each board 
should be about 20x32”. 
Where can I get them made? 
GENE POLING 
Account Executive, Howard 
Swink Advertising Agency Inc., 
Marion, O. 


Photo Matchbook Covers 


e One of our clients is interested in 
photographic match covers. Our one 
source for this particular process has 
now gone out of business and we 
have tried unsuccessfully to find 
someone from whom we can reorder. 

Rospert F. HAywArD 

Account Executive, C. Jerry 

Spaulding Inc., Worcester, Mass. 


Menu Covers 


e We understand that you may be 
able to supply us with the name and 
address of a firm in New York State 
that specializes in menu covers. 
Betty FRANDSEN 
Pownall Advertising Inc., Deca- 
tur, Ill. 





Present your product and your sales story in the 
most forceful manner possible. Portfolios capture your prospect's 
attention. They present your story in logical sequence and permit 
point after point to be hammered home with cumulative force. 


For ideas galore call Service—the portfolio specialists,and see 
the largest variety of portfolios you ever imagined. 


For your customers, or for your own selling and display, there is 
nothing like Service portfolios. Available in a wide variety of colors, 
sizes and bindings. May be had in various styles of loose-leaf, cloth- 
a hinged and easeled types. Call us today! 





Finishers of Advertising Displays for Advertisers 
Lithographers e Printers 


SERVICE BINDERY, Inc. 
and subsidiary 
MOUNTING & FINISHING CO. 
2241 South Wabash Avenue 
Chicago 16, Illinois 
CAlumet 5-3224 
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A R than any other publication. 
If you sell advertising 
REACHES services, materials and 
MORE equipment to or through 
ADVERTISING agencies, your ad in AR 
AGENCIES will reach the top in 
response. | 
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Are You using Atlan tic 


America’s Best 


Selling 


Genuinely Watermarked 
*1 Sulphite Bond? 


WHY is a genuine 
watermark important? 


It is important to printing quality. Solid ink areas or half- 
tones printed over a stamped ‘“‘watermark’’ cause a mark 
showthrough. This does not happen with a genuine watermark. 
But, most important, a paper — to be genuinely water- 
marked — must be run much more slowly on the paper- 
making machines. The result — finer formation, stronger 
paper — a better sheet with better feel, snap and sparkle. 


WHY is Atlantic Bond called 
¢ ‘**The Printers’ Paper’’? 


Because Atlantic Bond is made first for printability. The 


enemas 


greater, measureable bulk of Atlantic Bond means sharper im- 
pressions — smoother running — less make-ready time. This 
greater bulk — plus moisture controlled dimensional stability 
and micromatically accurate trimming — gives a paper that 
pleases both you and your customer. 


Are you now using 
* Atlantic Bond? 


There must be several reasons why Atlantic is first in sales in 
its own field — if you would like to see them for yourself just 
call your Eastern merchant for enough Atlantic Bond to run 
your own tests. We’ll stand on the results. 


Use 
1D | Atlantic. 


MADE BY EASTERN CORPORATION, BANGOR, MAINE 
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LT SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Finds Inexpensive Way 
To Produce Few Pieces 


The problem of producing a lim- 
ited number of attractive pieces at 
low cost faces all of us. I came up 
against the problem when the com- 
pany instituted its first Home Office 
Seminar for 10 field men, and it was 
necessary to provide the men with 
a portfolio for their assignments, 
lessons, etc. 

I set the words “Home Office Semi- 
nar” in Artype and had 10 photostat 
negatives made. We have our own 
photostat equipment. This gave me a 
reverse, which was pasted across the 
center of an 81x11” gray folder with 
a line drawing of the home office 
building and the company name 
printed on it. The folders came from 
our stockroom. 

In order to give each of the par- 
ticipants a graduation certificate, I 
set up in Old English Artype a cer- 
tificate and 10 names separately. 
Then individual photostat prints 
were made with a different name 
stripped in on each. For name plates, 
I took repro proofs of a line draw- 
ing of the building, pasted them on 
cards and lettered the names indi- 
vidually. 

The whole effect was one of co- 
ordinated design which received fa- 
vorable comments from many and 
cost about $2 per man. 

JacK N. WADE 

Advertising Director, Security 
Benefit Life Insurance Co., To- 
peka, Kan. 


Card System Saves Time 
In Agency Art Department 


Most admen and agency artists 
have faced the problem of finding 
“that photo we used last year in that 
nice little pamphlet”—and have lost 
no little time in solving it. 

In our agency we use a photo file 
system of 3x5” padded slips—one on 
a gummed label, the other a file card. 


Each photo, retouching or piece of 
artwork receives a file number, 
client’s initials, type of equipment, 
or whatever information is desirable. 
We use carbon paper, so the informa- 
tion written on the gummed label 
is transferred to the file card. The 
label then is attached to the artwork 
and the cards are filed in numerical 
order in a standard 3x5” file case. 
With this system it takes only a 

few seconds to locate what we are 
looking for. 

H. W. BLuetHeE 

Saunders, Shrout & 

Associates, Chicago 


Type on Layout Indicated 
By Using Taped-on Strips 


Layout men frequently find it is 
tedious and difficult to get anything 
that approaches a clean edge to col- 
umns used in layouts to simulate 
type matter. 

When I find myself with this prob- 
lem, I make the job easier by cut- 
ting pieces of light bristol board to 


cover the areas where the gutters 
will be, between the columns. After 
taping the strips down over the lay- 
out, I rule the parallel lines to indi- 
cate the type, dragging my pen or 
layout pencil across the masking 
strips in the gutters. The strips, of 
course, are later thrown away. 

Any tendency on the part of the 
bristol strips to bend or bulge up- 
ward is offset by the natural pressure 
of the T-square. 

JOHN WADDINGHAM 
Promotion Art Director, The 
Oregon Journal, Portland 








ANNUAL 
COMPANY 
REPORTS 


DEALER 
& 
DISTRIBUTOR 
DIRECT MAIL 
PIECES 


7. AF, 
DISPLAYS 
& 
CONVENTION 
SIGNS 


PRODUCT 
IDENTIFICATION 


NAZ-DAR has a world-wide reputation for pro- 

ducing the finest quality Screen Process inks. 

Request them in your next paper, cardboard, 
metal or plastic display job. 

e will be glad to send you, 

and your local Screen Printer 

a copy of Naz-Dar’s big, fully 

illustrated catalog. It will help 

you in ordering and producing 

quality Screen Process Printing. 


“Business Building” 
Ink by NAZ-DAR 


_ State 


_————— et! 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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reciSion 


MAKES 
THE 
DIFFERENCE 


What a tremendous difference 

there can be in engravings! 

Improper depth of etch, 

imperfect dot structure, or 

any carelessness would quickly show up 

in a poor reproduction that’s disap- 
pointing, time-consuming and costly. 

At DOT, “‘precision” is a working 

word. And we combine it with “speed” 

to give you quality engravings in the 

shortest time possible. 


OT 


Engravers, Ine ; 


600 W VAN BUREN ST+- CHICAGO 7 
TELEPHONE STATE 2-5367 
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P-O-P SALESMAN 


AMERICAN MDECALS 


FOR INDOOR OR OUTDOOR USE 


og (CC 


a 7 
” | 
4 Janene 
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Ps 


ON TRUCKS 


Siena 


ON COOLERS 


ON VENDING 


ON COUNTERS MACHINES 


AND MIRRORS 

American Decals remain bright and 
attractive for years, provide immediate 
identification of your sales outlet—tying 
in all your other advertising efforts at the 
time and place your product may be actually 
purchased! 

Art and consultation services without ob- 
ligation. 


WRITE today for your free 
Pree full color brochure and samples. 


American MDecalcomania fo 


4344 W 5th Ave, Dept | Chicago 24, Ii! 


New York @ Cleveland © Windsor, Ont Canada 
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Promotion Piece Records 
Kept on Stock Job Ticket 


We had a problem in our advertis- 
ing stockroom maintaining a record 
of each of our sales promotion pieces. 
We solved the problem with a stock 
record job ticket and envelope com- 
bined. 

The job ticket and envelope is 
9144x124". On the ticket is a place 
for description of the promotion 
piece, the supplier, delivery date, 
minimum quantity and a stock flow 
record. 

After a particular promotion piece 
has become obsolete, four samples 
of it are put into the envelope to 
serve as a permanent record file. 

R. E. Davies, Jr. 

Advertising Production Man- 
ager, S. C. Johnson & Son Inc., 
Racine, Wis. 


Weighted Line Keeps 
Art Eraser in Place 


To keep that elusive art eraser on 
the board, secure a small screw-eye 
on the top or top edge of the draw- 
ing table and “weight” the end of a 
piece of fishing cord with an electro 
on one end and your “hard-to-find” 
eraser at the top end. 

Use the eraser and let it go. The 
weight pulls it to the top of the 
drafting or drawing table, keeping it 
always at hand. 

JAMES MATTHEWS 
Advertising Manager, Washer 
Brothers, Fort Worth, Tex. 


Scale-on-Cover Makes 
Ruling on Pad Simple 


It frequently is inconvenient to 
use a T-square in conjunction with 
a small covered pad of tissues. I have 
found the following idea quite help- 
ful. 

At the bottom of the cover of the 
pad, attach a full length gummed in- 
dex tab of the type that is usually 
cut in various lengths for indexing 
in loose-leaf books. The tab should 
be of heavy card or fabric. Mark off 
the tab with scale measurements— 
%” and 1” dimensions, I feel, is 
enough as you can easily approxi- 
mate smaller dimensions. 

Then, on the left-hand side of the 
cover, mark off vertically 2” or 3”, 
graduated with %4”, %” and 1” 
marks. 

When a line along the horizontal 
must be drawn, simply drop the 
cover, using the vertical scale on the 
side to position. Holding the cover 
with several fingers, draw or mark 
out an area with the horizontal scale. 
You can even get a number of di- 


agonal lines with this “scale on the 
cover” idea. 

If you want something more per- 
manent, it is wise to make your scale 
from .020” thick plastic, and have one 
for each size pad. 

ARTHUR W. SMITH 
Art Department, Ingersoll-Rand 
Co., Phillipsburg, N. J. 


Industrial Glue Pot Makes 
Rubber Cement Dispenser 


Our problem, probably a univer- 
sal one in art departments, was to 
handle and store large quantities of 
rubber cement used daily for putting 
down hundreds of photos on paste- 
ups. 

None of the standard containers 
was satisfactory. The adjustable 
brushes were time-wasters, requir- 
ing constant changing. The contain- 
ers tipped easily, allowed the cement 
to dry up, and wasted the cement in 
the bottom of the jar because the 
brush was too short. 

While making a call on Speed 
Corp., a local manufacturer, we ran 
across a new kind of brush-container 
that Speed Corp. had designed for 
glues used in making leather goods. 

This container incorporates a 
spring mechanism which holds the 
brush free of the contents yet allows 
the user to depress the brush to the 
very bottom of the jar. The spring 
and brush together are part of a 
weighted stopper which closes the 
jar tightly by pressure, while being 
easily lifted for use. 

The brush mechanism and stopper 
fit into the metal ring of an ordinary 
pint fruit jar, so if the jar is broken 
it is easily replaced. 

The only fault we found with this 
device was that the brush was too 
long and dragged up too much ce- 
ment. We remedied this fault by cut- 
ting off about 14” of the brush, and 
have used it with satisfaction and a 
saving in rubber cement ever since. 

Tom DRAKE 


Artographic Studios, Portland, 
Ore. 
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from idea 
to finished displz 


FINISHED ART & 


In every stage of planning, creating and producing 
point-of-sale material, you get the benefit of 
Milprint’s big creative staff, complete facilities and 
control of the job. 

No lithographed job can be better than the plates 
and Milprint makes its own with the most modern 
platemaking facilities in existence. Your job is 
produced on press equipment second to none. 

For displays that look better and sell better, 
call your Milprint man—first! 
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DISCOVER 


New Selling Tools 


DALES 
1B 


May 23, 24, 25, 1955 


Grand Ballroom and Adjacent Ballrooms 


HOTEL BILTMORE 


New York City 
9,200 Attended Last Show 
Request Guest Tickets or Exhibit 
Information on company letterhead. 


Thomas B. Noble, Chairman 
ADVERTISING TRADES INSTITUTE, Inc. 
270 Park Avenue, New York 17 
Murray Hill 8-0091 


Next Advertising Essentials Show 
Nov. 14, 15, 16, Hotel Biltmore, New York 





A Increased Quotas 


| CALL FOR MORE 


i I. 


A 


Nowadays it takes a bigger 


SLU mL aD 


to meet Increased Quotas 
CM me 


Sales and Adver- 
tising Executives 
have found our 
FREE Idea Book 
really works 
wonders. Get 
your copy, 
today! No 
HiT? 


\ SLAMOU 


ae | 
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HOLLYWOOD 
what 


116 East 32nd Street, New York 16, N.Y 
Telephone: ORegon 9-4790 
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Date Card on Wall 
Saves Exec’s Time 


In addition to my other duties I 
am my boss’s personal secretary and 
frequently lost valuable time scout- 
ing through pages and pages of a 
calendar book for the boss’s appoint- 
ments, dates, etc. 

I solved the problem by tacking 
a stiff piece of pale blue cardboard, 
18x12”, on the wall facing the boss. 
The cardboard was divided vertically 
into six equal divisions, one for each 
day of the week, reading from left 
to right. Across the middle I drew 
a horizontal line to divide each day 
into morning and afternoon. 

When an appointment is in the 
morning, I take a white 212x3” card, 
write the date and names in 14” let- 
ters on it, and tack it on the upper 
half of the blue card under the 
proper day. A pink card is used for 
afternoons. We have found this idea 
saves much time and energy, making 
it possible for the boss to tell at a 
glance and without leaving his desk 
what appointments, dates, etc. he has 
coming up. 

Dona.p R. CARTER 
Advertising Dept., General Ac- 
cident Assurance Company of 


Canada 


Makes Black Arrows 
By Mass Production 


Faced with a do-or-die deadline 
on a paste-up requiring a dozen 
black arrows, I hit on a good scheme 
to mass-produce them already cut 
for pasting. 

I drew two arrows in pencil out- 
line, stapled this to six sheets of 
black paper, and then cut through 
along the guide lines, thereby pro- 
ducing 12 arrows, all the same size, 
without even needing to ink them in. 

Aut TEMPLETON 
Byrde, Richard & Pound, New 
York 


Uses Layout Tissue 


For Superimposition 


Here’s how I solved the problem of 
positioning one item in an exact area 
on another when both pieces have 
been coated with rubber cement. 

First, place a piece of layout tissue 
over the page on which the item is 
to be mounted. This allows you to see 
the area on which you must position 
the item. Then remove the tissue, 
tear it neatly down the center nearly 
to the bottom and replace it over the 
mounting area. Coat the item to be 
mounted with rubber cement on the 
under side and position it on the 
tissue. The tissue allows you to move 








it until it is in the desired position. 
Holding the item firmly in place on 
one side, lift the other side and pull 
out one piece of tissue. Brushing 
from the center, work the item down 
until it is smoothly mounted. Then 
pull out the other half of torn tissue 
and repeat the brushing process. 
EmMeETT T. Morcan 
Art Director, Minnesota & On- 
tario Paper Co., Minneapolis 


Triangular Tube Useful 
For Ruling With Brush 


Commercial artists, when the 
have to rule straight lines with a 
pointed brush, frequently hold a 
slanted ruler, tilted on the paper, for 
a guide. 

You can construct a stable and 
firm base for the ruler from a piece 
of illustration board 234” wide and 
as long as your ruler. 

Subdivide this cardboard strip into 
three long sections measuring re- 





















































spectively 34”, 1” and 1” wide. Score 
the dividing lines by cutting part 
way through with a sharp knife and 
then fold to make a long triangular 
tube. 

Use Scotch Tape to join the tube 
and to attach it by a 1” section 
against one edge of the ruler. Then 
use the other edge of the ruler for 
your guide. 

Wittiam MULLINS 
Richmond Newspapers, Inc., 


Richmond, Va. 


Old Way is Best Way 
For Quill Pen Holders 


On sundry occasions for hurry-up 
jobs, I have improvised quill pen 
holders by: 

e Taping the pen point to the tips 
of ruling pens, small scissors, pen- 
cils, lollypop sticks. 

e Binding the pen point with thread 
or a gum band to the aforemen.- 
tioned. 

e Trying many other methods, all 
too ridiculous to mention. 

The best solution is—a standard 
quill pen holder! 

H. L. MayvHew Jr. 
Cleveland 


AUGUST 1955 
1-31 
National Sandwich Month . . . sponsored 
by all segments of the food industry and 
various mass media, coordinated by 
Wheat Flour Institute, 309 W. Jackson 
Blvd., Chicago 6. 


1-31 
Ice Cream Festival . . . continued from 
July 1, sponsored by American Dairy 
Assn., 20 N. Wacker Drive, Chicago, 
and International Assn. of Ice Cream 
Manufacturers, 1105 Barr Bldg., Wash- 
ington 25, D. C. 


2-8 
National Relaxation Week . . . sponsored 
by Relaxation Club of America, 145 E. 
52nd St., New York 22. 

7 
Friendship Day . . . sponsored by Hall- 
mark Cards, 2505 Grand Ave., Kansas 
City 10, Mo. 

14 
World War II Memorial Day. 


15—September 
Cherry Pie Time . . . sponsored by Na- 
tional Red Cherry Institute, 35 E. Wacker 
Drive, Chicago 1. 


18-28 
Eighth World Jamboree of Boy Scouts 
. . to be held in Canada. 


19 


National Aviation Day (Presidential 
Proclamation ). 


21-27 
International Rye Bread for Variety Week 
. . .« sponsored by International Bread 
Weeks Inc., 333 N. Michigan Ave., Chi- 
cago. 


CRUCROREOHECCCRRRCROERCRERCCERCCEOREECRORERERRRCRRCRERRERERRERROROERE EERE EREEY 


“Better call AR and tell them they have 
a circulation of 21,000 and One!” 





Matched Business Stationery 


gets more attention, too! 


Make your business correspondence “sing” with a 

smartly designed heading against a background of crisp, 
sparkling Gilbert new cotton fibre paper. A continuity of this 
quality impression carried throughout all of your business corre- 
spondence forms will go a long way toward telling your customers 
that yours is a well organized and efficient organization. 


Gilbert new cotton fibre bond papers of 
unmatched brightness and crisp cockle 
finish are available through your 

printing supplier. 


| 
a WETLEL maweractuaine Compant 
ee: WETLEL maneractutine Companr 


— wittt 


| 


tae Gilbert 


PAPER COMPANY 


BOND PAPERS 


Lancaster...Radiance...Resource...Gilbert 
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WORLD'S LARGEST AMMAAYHAVMPAMIM Message 


ADDS NEW POWER TO YOUR DIRECT MAIL! 


¢ A STRIKING Broadside! 


¢ PERSONALIZED to Capture Immediate Attention! 
¢ Huge Size that DEMANDS ACTION! 











A new twist to a tested sales-building idea creates « 
direct mail piece that can’t be duplicated . . . 

can’t be matched . . . can’t be beaten for effectiveness! 
Personalized ROCKE GIANT-GRAMS are delivered 

in cellophane window envelopes that shout the recipient's 
name and address in *%” high letters! 








Rovct gruG co. 




















mp Entire message matches the address and 
s17 8. ast St. TISING camp a \GN o d . f hi 
wee YO gard ADVERTISING Coe aant 10 appears typed just for him. 
st ECTION 
OR 


The ROCKE GIANT-GRAM 

looks like a telegram in. color, 
layout and overall appearance— 
but is 8 TIMES LARGER... 
many times more effective at a fraction of the cost. 
Your own heading makes the GIANT GRAM 

seem to be your exclusive property! 

Top corner blocks are perfect for special sales points. 
As effective as a personal solicitation! 


Amazingly Low Unit Price! 


For instance, in 50,000 quantities GIANT-GRAMS cost 9¢ each... 
Complete, including everything except postage. 


Actual size 


Phone WAtkins 4-1551 today! If out of town, call collect. 
of type 


Our representative will present your personalized GIANT GRAM 
and complete costs for all quantity mailings. 


A COMPLETE CREATIVE 


MR. JOHN ROBBINS Viiiiiemeoes 


ROYCE DRUG CO. gg soncmn cin inn ci 
117 W. 41ST. SI 


NEW YORK NY 








e Overseas Mailings e Lettercraftsmen 

e Gadget Letters e Direct Mail 

e Lithography e Sales Campaign Ideas 
e Sales Promotion Aids 







Sande Rocke & Company, Inc. 


91 Seventh Avenue, New York 11, N. Y., 
WaAtkins 4-1551 
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DIRECT MAIL 


Advance Billing 


A way of keeping interest alive in a series of direct mail pieces 
was developed in a recent campaign by Iron Age (New York). 
The publication's campaign included 10 two-color postcards. A 
card was mailed each week, and each card featured an animal 
picture and lighthearted copy that purported to be a “conversa- 
tion’’ about the selling features of the magazine. Iron Age achieved 
interest in the series by using an “advance billing” type of notice 
on each card of the series. For example, a card with a picture of 
one animal making conversation about the publication would 
have printed on it the line, ‘Next week, the anteater expounds on 
the art of being nosy.” 


PACKAGING 
Pinhead Products Pose Problem 


Companies with tiny products to package might take a tip from 
General Electric Co.'s Carboloy Department (Detroit). Carboloy 
manufactures 69 types of thermistors, tiny electronic components 
that range from the size of a pinhead to the size of a quarter. The 
problem was to develop a standard size package that would make 
the different types easily identified at a glance and without the 
necessity of reading a lot of fine print. Carboloy used a trans- 
parent cellulose acetate package big enough to accommodate all 
thermistor sizes. The thermistors are bedded in a white plastic 
foam filler that makes the size and type in each package im- 
mediately apparent. 


EXHIBITS 
In-Booth Photographs 


At-the-convention photographs of visitors have been growing in 
popularity as sure-fire exhibit giveaways. The Polaroid people 
have arranged a special deal for exhibitors who want to distribute 
their 60-second pictures. Dow Chemical Co. (Midland, Mich.) had 
a particularly good gimmick for the Painting & Decorating Con- 
tractors’ convention in New Orleans. Dow took pictures of visitors 
and attached them to the inside back cover of a 12-page booklet 
by Kleen-Stik. The head of the visitor showed through a round 
die-cut hole on each page and became part of a series of cartoons, 
all of which illustrated the Dow sales story. 


DIRECT MAIL 


Twin Postcards 


WTOP-TV (Washington, D. C.) has added a new twist to the 
distribution of picture postcards. It has long been a policy of 
Billy Johnson, a station vocalist, to give out fan photos at his 
personal appearances. Recently, however, he has been using a 
new kind of fan photo—with a built-in, spread-the-word gimmick. 
Billy gives out a 6x9” card perforated to form two 4x6” cards— 
each with a picture of the star. On the back of one is a note, 
“Keep This Photo”; on the other, ‘Mail This Photo to a Friend.” 
The mailer has a designated area for the stamp and plenty of 
room for writing a message. 


PRINTED MATERIAL 


Letter Gimmicks 


A lot of printed material can be given additional punch by the 
use of those plastic and metal miniatures developed for attach- 
ing to letters. There is almost no end to the number of different 
kinds of places where they can be used—catalogs, brochures, 
desk calendars, sales meeting identification badges, packages, 
press releases, etc. One of the most unusual uses we've seen is 
a series of double postcards, each with an attached letter gadget 
as the attention-getter. They're relatively low in cost and easily 


attached .. . and there’s a “stock’’ gadget available to illustrate 
almost any theme. 


EXHIBITS 
Checking on Free Tickets 


Signode Steel Strapping Co. (Chicago), like many other trade 
show exhibitors, sends out free tickets when it exhibits. But 
Signode wanted to find out if the tickets are actually used. As 
a check, the company’s sales promotion staff clips two opposite 
corners from each ticket. After the show gets under way, Signode 
arranges with the show management to check all tickets. By 
simply riffing through the tickets, the company’s men can easily 
pick out those with the clipped corners. Clipping opposite corners 
simplifies the process, since it makes no difference whether a 
single ticket is in the pile upside down or backwards. 


DIRECT MAIL 


Envelope Teasers 


In its Mailer’s Guide bulletin, Double Envelope Corp. (Roanoke, 
Va.) presented this helpful list of envelope teasers: 

Personal . . . just some initials and an address on the back flap. 
Anonymous... just a room number and address. 

Attention Please ... a little note, such as “Reply Requested.” 
$$ Emphasis ... a “quickie’’ message offering savings. 
Unanswered Question . . . posing a question which can be 
answered by opening the envelope. 

@ What Is It? . . . intriguing artwork or photos. 

All, of course, are designed to get the envelope open. 





PRINTED MATERIAL 
Calling Card Samplers 


If you have a product small enough (or can obtain miniatures ), 
a good sampling method is to attach it to your salesmen’s calling 
cards. It's a long-remembered attention-getter and can give the 
cards a double-duty purpose. Superior Tube Co. ( Norristown, Pa. 

salesmen, for example, use a 3'%4x5!2” two-color card with a 
112”’ piece of fine wire tubing. It looks like a piece of wire and 
always brings the question, ‘What's the wire for?’ ‘You mean 
the tubing,’ explains the salesman as he launches into his sales 


pitch, explaining that the “wire” actually has a hole through its 
center. 
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a sparkling new 


For the first time in the history of printing, a 
connecting script can be set from the keyboard in 
varying lengths and still remain a joined script. 

The alternate use of regular and swash caps increases 

the flexibility of Catalina even more! 

In addition to Warwick’s ever expanding Fototype 
library, a complete selection and wide range of styles in 
handset, Ludlow, Linotype and Monotype composition 
is readily available to meet any typographic requirement. 


A request will bring you our brand-new Photographic 
Typesetting Supplement Book by return mail. 


Wonuich Typographers, ine. 


DEPT. F-29, 920 WASHINGTON AVE., ST. LOUIS 1, MO. 


Overnight by air mail from most of the United States 


WARWICK SERVES CLIENTS IN 38 STATES, CANADA, MEXICO AND CUBA 
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TF YOU WANT EVERY WORD OF 
YOUR MESSAGE READ... PRESENT 
/T I) THE COMIC BOOK 
TECHMIQUE ! 





We HAVE PRODUCED SPECIAL PURPOSE 
BOOKS FOR MANY OF THE LARGEST 

ORGANIZATIONS IN THE WORLD. ASK FOR 

SAMPLES ON YOUR LETTERHEAD ! 


dohustone and Cushing 


292 MADISON AVE. NEW YORK 17, 
LEXINGTON 2-1980 
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26-28 


6-9 


8-11 


8-11 


16-17 


22-24 


22-26 


23-25 


25-27 


25-28 


JUNE 
1-4 


5-8 


8-10 


20-23 


26-29 


26-30 


American Newspaper Pub- 
lishers Assn., annual con- 
vention— Waldorf-Astoria — 
New York 


Outdoor Advertising Assn. of 
America, 3rd annual painted 
display conference — Hotel 
Sherman—Chicago 

Int'l Advertising Assn. annual 
convention — Plaza Hotel — 
New York 


American Women in Radio & 
TV, annual convention — 
Drake Hotel—Chicago 

Nat'l Art Materials Trade 
Assn., 5th annual art mate- 
rials exhibit—Hotel Morrison 
—Chicago 

Nat'l Newspaper Promotion 
Assn., annual convention— 
Drake Hotel—Chicago 

Nat'l Industrial Advertisers 
Assn.—Sheraton Park Hotel 
—Washington, D. C. 


Nat'l Fibre Can & Tube Assn 
—New York City 


Magazine Publishers Assn. 
Inc—The Greenbrier— 
White Sulphur Springs, W 
Va 

Nat'l Assn. of Radio & Tele- 
vision Broadcasters, annual 
convention—Shoreham and 
Sheraton Park Hotels— 
Washington, D. C 


Advertising Trades Institute— 
Sales Aids Show—Biltmore 
Hotel—New York City 


Southern Graphic Arts Assn 
—Arlington Hotel—Hot 
Springs, Ark. 

Associated Business Publica- 
tions—The Homestead—Hot 
Springs, Va. 


Nat'l Paper Box Manufactur- 
ers Assn.—Chalfonte Had- 
don Hall—Atlantic City 
N. J. 

Advertising Federation of 
America — Palmer House — 
Chicago 

Nat'l Sales Executives, con- 
vention and Sales Equip- 
ment Fair—Waldorf-Astoria 
—New York City 

Lithographers Nat'l Assn. Inc. 


—Lake Placid Club—Lake 
Placid, N. Y. 

National Advertising Indus- 
tries Exposition—Hotel Mor- 
rison—Chicago 

Advertising Association of the 
West, 52nd annual conven- 
tion—M ultnomah Hotel— 
Portland, Ore. 


30-July 2 American College Public Re- 


lations Assn.—Drake Hotel 
—Chicago 





Is there a home in America into which a premium catalog 
has not found its way ? 


From vest pocket size to large-page books, Clement 
prints tens of millions of them. Full color illustrations 
present no great cost problems, thanks to Clement's unique 
methods and high-speed printing. 


It is not unusual for an advertiser to ship Clement a 
complete array of cameras, watches, fishing tackle, fountain 
pens, silverware, clocks, luggage, tools, toys, kitchen ware 
...and say: “Make us a catalog.” 


epee some | 


& LORD STREET, BUFFALO, N. Y, 


245 ERIE STREET, BUFFALO, N. Y. 


May I9o0 ° @r * Zo 


From camera to printed page is a speedy process at 
Clement’s. Any of the sales offices listed below can show 
you many examples of how Clement's four modern plants 
serve a wide range of printing needs of leading American 
businesses. 


J. W. Clement Co. 


Manufacturers of Quality Printing 
Executive Offices and Plant: 8 Lord Street, Buffalo 10, N. Y. 
Sales Offices: Graybar Building, N. Y.; Fisher Building, Detroit 
Subsidiaries 
Pacific Press, Inc., Los Angeles. Phillips & Van Orden Co., San Francisco 


6201 SOUTH SOTO STREET, LOS ANGELES, CAL #70 BRANNAN STREET, SAN FRANCISCO, ¢ 
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ww Reprints 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or checks. Send all orders to: Reprint Editor, Advertis- 
ing Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or 


more reprints we will be happy to bill you—smaller orders sent only upon 
receipt of payment. 


Time & Cost Guide for Producing TV Films—by Lee Randon 
An agencyman’s guide to production factors in tv films 
Do's & Don'ts for Television Commercials—by Harry Wayne McMahan 
A picture story showing what to do and what not to do on tv 


February 1953 


March 1953 
55 Ulcer Reducers for Exhibitors 
Here’s how you can make exhibiting easier, cheaper and 
bring better results April 1953 


Do's & Don'ts for Better Engravings 

AR asked engravers from coast-to-coast what admen can do to help them 
produce better engravings 

How to Prepare Jingles for Radio Spots—by Maurine Christopher 

The “basic rules” for one of radio’s most effective media 

How to Get Your Share of Free Television—by Richard Marvin 

Here’s how several firms are editing their old films for use on tv 

The Great Premium Boom—by Gordon C. Bowen 

A general description of the use of premiums as a promotion medium 

44 ideas for More Interesting Annual Reports—by Peg Miller 

A checklist of how a variety of companies have attracted attention and 
told other stories in annual reports 

The “Taking of a Man of Distinction’"—by Ted Sanchagrin 

The story behind the photographs in Lord Calvert's ““Man of Distinction’’ ads 
Show Your Wares to Sell Them!—by Ernest W. Goldberg 

GoldE Mtg. Co. is getting a lot of added sales promotion through 

illustrated shipping containers 

Pabco Sells Color with a Coordinated Campaign 

How a variety of materials were put to work by a West Coast advertiser August 1954 
How to Make One Set of Color Plates Do the Work of Several—by Bernard T. Converse 
How an advertiser got color into a ‘black and white’’ budget by 

multiple use of its color plates 

How to Make One Promotional Dollar Do the Work of Ten—by R. V. Boom 
Operators of Dari-Delite soft ice cream franchises cooperated in a joint 
advertising effort for big results at low cost 

Picture Postcards . .. A Low-Cost Advertising Medium—by Dick Hodgson 
How picture postcards are used for advertising purposes 

Do's & Don'ts for Better Press Releases—-by Dick Hodgson 

A helpful checklist for getting better results from publicity efforts 
Audio-Visuals Don't Have to Cost a Lot of Money to be Effective 
Reardon Co. produced its own prize-winning film strip 


and saved money ef September 1954 
How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 

Monsanto prepared a handy guide for exhibit personnel._..September and October 1954 
Magnesium ... A Step Forward in Photoengraving 

The story of the development of fast-etch magnesium plates October 1954 
Why Agencies Should be Interested in Point of Purchase Displays—by Bert Enos 
Several case histories show why agencies need to recognize displays....November 1954 
Give the Dealer What He Wants—by LeRoy King 

A former supermarket operator tells the kind of premiums 

required by retailers 

First Day Covers—Low Cost Mailing with Impact 

How collector's items are providing a direct mail wallop 

Color in Advertising—by Faber Birren _ 

An expert outlines the best colors for advertising 

A New Look for Signs ee 

Changeable copy signs are finding growing favor 

for outdoor advertising 

Follow Through—Key to Premium Success—by Arthur E. Irwin 

A complete program of follow through is the key ingredient 

in premium promotions 

Assembling Color Elements Can Save Time and Money—by H. C. Latimer 
Discussion of photographic operations to prepare process art 

for the platemaker sas 

A Package on Every Table—by James Joseph 

Lawry’s Products designed its packages not only to make a hit at the 
point of sale, but to find acceptance on American dinner tables 

Progress Report: 1955—by Dick Hodgson 

A review of developments in the graphic arts in the past decade 

Elsie . . . Borden's Living Trademark—by Ted Sanchagrin 

One of the most popular personalities in America is a cow who 

travels more than 10,000 miles a year promoting her owner's products...December 1954 
Simplicity . . . Shaeffer’s Key for Efficiency in Handling Ad Mat Orders—by D. A. Reed 


The pen manufacturer has developed an effective method for handling 
ad mat orders from dealers 


June 1953 
October 1953 
February 1954 


May 1954 


November 1953 


July 1954 


August 1954 


August 1954 


August 1954 
August 1954 


September 1954 


November 1954 
November 1954 


November 1954 
November 1954 
December 1954 
November 1954 


October 1954 


January 1955 


January 1955 
Professional Installation Assures Success for Admiral Displays—by Bert Enos 
A case history telling how Admiral achieved a promotion success 
through professionally-installed window displays 

Why Outside Producers? i 

An AR survey on the advantages of using outside producers for business 
films rather than setting up an internal production unit 

How to Crop Photos—by Vincent T. Tajiri 

Pointers for getting the most out of photographs 

for reproduction purposes 

Identification and Service—by Samuel Stahl 

How Master Lock uses dealer-service displays to promote padlock sales 
So... You Want to Start a Sales Contest—by George Biderman 


A summary of the most important factors to consider before 
undertaking a sales incentive program 
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February 1955 


February 1955 
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e Modern Publicity, Frank A. Mer- 
cer, 135 pages, Studio Publications, 
$8.50... Thirty countries are repre- 
sented in a selection of 977 illustra- 
tions, 87 in color, in this 24th edition 
of international advertising and sales 
promotion art. The examples were 
chosen from several thousand speci- 
mens and include posters, press and 
periodical advertising, showcards, 
brochures, leaflets, letterheads, 
packages, labels and trademarks. A 
valuable reference work, the book 
demonstrates the trends and changes 
in advertising art around the world 
—the examples often showing inter- 
esting contrasts with U. S. art. In ad- 
dition, the book is full of fresh, un- 
hackneyed art ideas. 


e Better Communications in Small 
Business, I. I. Raines, 34 pages, Small 
Business Management Series No. 7, 
U. S. Government Printing Office, 
20¢ . . . Though primarily aimed at 
small manufacturers, this bulletin of- 
fers information helpful to anyone 
interested in establishing — skillful 
communications or better company 
or public relations. The contents in- 
clude understanding the need for 
good communications, building bet- 
ter management with better com- 
munications, and two-way com- 
munications with outside groups. 
One of the most valuable parts of 
the booklet is a list of more than 50 
readily available references for sup- 
plementary reading on the subject. 
The author is an associate professor 
in the department of business or- 
ganization at the University of Mary- 
land. 


e Making Your Sales Figures Talk, 
Charles W. Smith, 36 pages, Small 
Business Management Series No. 8, 
U. S. Government Printing Office, 
20¢ . . . Simple, practical methods of 
using available information on sales 
and of applying this information to 
analizing market situations are out- 
lined in this bulletin. Sources of in- 
formation needed for market analy- 
ses, how to analyze sales volume, 
distribution expense and _ other 
phases of product marketing, includ- 
ing customers’ complaints, returned 
goods and salesmens’ reports, are 
suggested. The booklet aims at as- 
sisting executives with marketing 
problems. The author is associate 
manager of McKinsey & Co., New 
York management consultants. 
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Performance 


Records 


tell you which 


paper to choose 


ah rs 


5201 SOUTH SOTO STREET, LOS ANGELES, CAL 


ES Vee © a I 


&70 BRANNAN STREET, SAN FRANCISCO, CAL 


Wou can’t eliminate all the variables that 
affect printing. Who can prevent humid 
weather, for example? But you can reduce one 
uncertainty ...the performance of the paper! 


Using paper whose actual Performance 
Records you can check, tells you in advance what 
results are attainable. They assure you that 


the paper will do its part. 


One of a wide range of grades for a wide range 
of jobs, ROCKET OFFSET turned in this 


Performance Record: 


ROCKET OFFSET 


Record 


of the use of St. Regis 
60-lb. blue-white 
Rocket Offset 


(Name of printer on request) 


THE JOB: 


Mailing brochure, 
two colors, both sides, 
in close register 


QUANTITY: 
136,000 


FORMS: 


our forms on Harris 
Two-color Offset Press, 


oo" x 34” 


SHEET SIZE: 
23” x 35” 


St. Regis Printing Papers are 
manufactured by St. Regis 
Paper Company, one of 
America’s largest paper 
manufacturers, with resources 
ranging from raw material 
in its own forest preserves 
to modern mills and plants 
and nation-wide distribution. 


. for more details circle 648, page 121 


Results 
Obtained 





Workability 
Advantages 


Rocket Offset is a low cost sheet that 
can be depended upon to produce at- 
tractive finished jobs with low press- 
room and bindery production costs. It 
is an inert sheet. This inertness, due 
to the types of pulp used in the finish, 
assures dimensional stability which 
is so important in offset lithography. 


A WIDER RANGE OF GRADES 
FOR A WIDER RANGE OF JOBS 
Enamel Printing Papers. Coated 
Printing Papers. Uncoated Print- 
ing Papers. Uncoated Book Papers 





St. Regis Paper Company 


Sales Subsidiary: St. Regis Sales Corporation 
Printing Publication and Converting Paper Division 
230 Park Avenue, New York 17, N. Y. 
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First CHOICE IS BLACK BOX 


FOR LARGE 
SIZE DISPLAYS 
IN SHORT RUNS 


+ | > 
| S O mM CL \ Cc Striking sales appeal goes with 


striking performance in this R. C. Allen 


Typewriter display piece. Black Box 
- Visible and Automatic Margins 


printed it, of course. The pretty girl 


- Balanced Line Spacing pictured here glows with all the warmth 
and beauty of the original art... 


- “Quick-Switch” Platen 


economically printed in sparkling full color. 


- Typist-Preferred Touch And here's why . . . only Collotype 
printing has no screen dot to mar. the 
* Long Life Ribbon perfect fidelity of reproduction. 


Add brief selling copy and a quality product 

. result? ... a whopper-stopper and 

sales convincer. You, too, can benefit from 

the modern, time-saving, quality-producing 
innovations that only Black Box has to offer. 

For additional economy make¥use of the 

Black Box photo studio facilities . . . they are yours 
for the asking. Black Box offers its customers 

this complete “packaged” service, from 

original photography to complete shipping 
facilities . . . and here at Black Box you are 
always assured of quality. Call or 

Produced by Johnstone and Associates, Kalamazoo, Mich. write today for oul 


portfolio of samples. 





Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, Inc. 
sv Photo-Gelatin Printers ¥% 
Our New Address: 4840 W. Belmont Ave., Chicago 41, Ill. 


Kalamazco Cincinnati Detroit St. Louis 
5-6165 Plaza 4218 Woodward 5-7030—Code 335 Central 5068 
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By Phil Seitz 
AR Los Angeles Correspondent 


The licensing of star names as an 
implied endorsement on merchan- 
dise has long been big business for 
many Hollywood personalities, par- 
ticularly western stars, with their 
appeal to children. 

The list of such stars includes 
Gene Autry, Hopalong Cassidy, Tom 
Mix, the “Range Rider” and others. 

Currently, Roy Rogers is the big 
gun in this field, second only to Dis- 
ney “characters,’ many of which are 
on foods, a field Rogers doesn’t cover. 
In 1953, merchandise with a retail 
value of $30,000,000 was sold bearing 
the Roy Rogers name. Incomplete 
figures for 1954 indicate an increase 
of about 7% over 1953. 


> While the licensing of a name for 
use on merchandise is not new, there 
have been significant changes in the 
operation of Roy Rogers Enterprises 
during the past few years as it gained 
top position. 

The conventional method of li- 
censing has been to allow wide- 
spread use of the “name” to manu- 


which these prizes are given, stores 
Pf. >. i an a < 
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XP 
ng Star Names 


facturers who use it on a single 
item and pay at least 5% of sales 
for the privilege. The item remained 
unchanged over a period of years, 
and frequently sold at a higher price 
than a comparable item without a 
name on it. 

For the past two years, Roy Rogers 
Enterprises has been reducing the 
number of manufacturers licensed, 
and working with them to increase 
the total number of items offered. 
With this policy, licensees are en- 
couraged to have a complete line of 
styles, sizes and colors, in place of 
the unchanging single item. It also 
works to induce licensees to come 
out with new styles each year, as is 
done with conventional merchan- 
dise. 


>A further objective is to provide 
year round sales for licensees, in- 
stead of a big Christmas business, 
followed by doldrums the rest of the 
year. Back in 1950, a study revealed 
more than 60% of total volume was 
done during November-December. 
Broadening of the line and the in- 
troduction of seasonal promotions 
has served to change this picture, 





although reversing it is looked upon 
as a long-pull job. 

When this thinking is carried out, 
it gives the licensee enough of a 
stake to do a continuing aggressive 
merchandising and selling job to re- 
tailers and provides retailers with 
enough sales potential to get behind 
Roy Rogers merchandise with store 
promotion. 


>Roy Rogers contracts with li- 


shies 
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censees are not standard. They run 
for one year. No sales minimum re- 
quirement is set up, nor are ad- 
vance royalties sought. The feeling 
is that if a licensees’ sales are not 
large enough, neither the licensee nor 
Roy Rogers Enterprises can be satis- 
fied, and it is common sense to termi- 
nate the agreement at the end of the 
year. 

The royalty for licensees varies ac- 
cording to the product, its price 
range, and the volume of sales. The 
maximum royalty is 5%. The aver- 
age is between 3 and 342%. 

Products of licensees are required 
to be competitive in both quality and 
price. The emphasis placed on this is 
covered in the Roy Rogers “pledge 
to parents: This item of merchan- 
dise, bearing my name, has been 
tested in one of the nation’s largest 
testing bureaus and, in our judg- 
ment, equals in quality any merchan- 
dise selling in the same price range. 
You pay no premium for my name. 
Rather, it is your assurance that this 
item is an authentic value.” 


> With licensees carrying complete 
lines of accessories, boots and slip- 
pers, all types of clothing and toys, 
Roy Rogers Enterprises now oper- 
ates a high-geared, year around pro- 
motion, publicity and advertising 
program, designed to capture re- 
tailer support. 

This program is geared to the store 
level, and is not dependent upon the 


a ot 
he 


Trigger Makes an Appearance . 


tremendous amount of publicity gar- 
nered by Roy Rogers as a tv, radio 
and motion picture star. Nor is the 
Enterprises organization concerned 
with the handling of such publicity. 

Retail promotions are of two 

types: 
1. Seasonal; there are three. 
2. General, which can be used at 
any time. 

Retailers using either type are 
furnished with complete plans for 
publicity and promotion, advertis- 
ing, and display in the store. 


>The last seasonal promotion of 
1954 was for Christmas, spearheaded 
by a four-page insertion in the Nov. 
15 Life. Along with several pictures 
of Roy Rogers and Dale Evans with 
Santa Claus, and Roy Rogers’ 
“pledge to parents,” some 35 dif- 
ferent items were featured. The ad 
stated that leading stores every- 
where carry Roy Rogers merchan- 
dise and listed 35 top stores specifi- 
cally, along with Sears, Roebuck na- 
tionally. 

The stores listed were obviously 
desirable outlets, i.e., Gimbel’s (New 
York, Philadelphia, Pittsburgh, Mil- 
waukee), Carson, Pirie Scott & Co. 
(Chicago), Jordan Marsh (Boston), 
Joske’s of Texas (San Antonio), 
F. & R. Lazarus Co. (Columbus), 
Maison Blanche (New Orleans), 
J. W. Robinson (Los Angeles and 
Beverly Hills), The White House 
(San Francisco). 


wat) at 





. . Roy Rogers’ horse, Trigger, performs for youngsters 


and parents at ]. W. Robinson’s downtown store. Also on hand to entertain were Pat 
Brady, comedian on the Rogers show, and Bullet, Roy’s German Shepherd. Roy Rogers 
himself does not make personal appearances in connection with promotions of merchan- 
dise. He decided on this policy after he made an appearance at Bamberger’s Newark 
store a few years ago. The crush of people in and around the store was so great that the 
store doors had to be closed, and there was fear that major disaster would occur. 
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To capitalize on the ad, retailers 
were offered complete information 
on setting up interior arrangements 
for featuring the merchandise, dis- 
play window ideas and material, and 
material from the licensees cooper- 
ating in the promotion. 


> Another seasonal promotion is 
built around a “Back To School” 
theme. The broad line of Rogers 
merchandise, and the theme’s appli- 
cation in all departments, fits neatly 
into the need of retail stores for 
store-wide promotions which stimu- 
late business throughout the store. 

A tremendously successful pro- 
motion of this type was put on last 
year by the Sears, Roebuck Seattle- 
Tacoma unit. Sears backed it with 
a substantial newspaper, radio and 
tv advertising campaign. What set 
the promotion apart from the usual 
“Back to School” approach was the 
Roy Rogers tie-in. This was a con- 
test in which three children and their 
mothers were offered a trip to Holly- 
wood, where they were guests of Roy 
Rogers and Dale Evans. 

This contest was plugged in all ad- 
vertising and via the distribution of 
Roy Rogers “good luck” coins. To en- 
ter the contest, children registered 
their names and addresses on small 
cards, and were required to contrib- 
ute thoughts on safety. The trips were 
then awarded through a drawing 
made from the cards. The whopping 
total of 125,000 children entered the 
contest, store traffic was way up, and 
sales were beyond expectations. 


> The third seasonal program has the 
theme “Summer Is Playtime,” and is 
similarly designed for store-wide use. 

The Nov. 15, 1954 Life ad was a re- 
peat of a similar insertion in 1953. 
This type of promotional support will 
be expanded to cover “Back to 
School” and “Summer Is Playtime,” 
with large space insertions in both 
Life and Look during 1955. In addi- 
tion to immediate objectives, this 
type of advertising, backed by store 
promotion, is intended to make the 
Double R Bar brand a trade name in 
its own right that can stand up as an 
accepted brand when and if Roy 
Rogers moves out of the public eye. 

General promotions include both 
store contests and traffic building de- 
vices. Available as prizes for con- 
tests are a Trigger (Rogers’ horse) 
statue, sculptured in simulated gold, 
at a cost to the retailer of $15, and 
authentic Trigger horseshoes, mount- 
ed on a hardwood shield with an en- 
graved plaque for the winner’s name 
and the store signature, at a cost of 
$10. 


> While Roy Rogers Enterprises pro- 
vides complete plans for contests in 








which these prizes are given, stores 
often work out their own contests. 

One of the time-proved contest 
ideas offered is the “Roy Rogers 
Safety Slogan Contest,” which was 
run by J. W. Robinson (Los Angeles 
and Beverly Hills) in November 
1954. Many contest ideas are con- 
cerned with safety because the sub- 
ject is one all parents can approve 
of. Publicity is easier to get for 
safety, and Roy Rogers is closely 
identified with it. 

For the past seven years he has 
sponsored and borne the entire cost 
of the “Roy Rogers School Safety 
Award Program,” in which some 10,- 
000 schools now participate. This 
program is put on in cooperation 
with the National Safety Council 
and Farmers Insurance Safety Foun- 
dation. 

Participating schools which file a 
comprehensive report as specified in 
the competition are given a Safety 
Certificate of Achievement Award. 
Entries are first judged on a state 
basis, with the winner in each state 
given a trophy. Three national win- 
ners are then chosen to receive gold 
(first), silver (second), and bronze 
(third) awards. 


>For store contests on safety, the 
Rogers organization has a standard 
entry blank and other promotional 
aids, i.e., J. W. Robinson used some 
60 8x10” glossy photos of Rogers, 
Evans, Trigger, etc., for lobby and 
other store displays; display mate- 
rial was used to set up window dis- 
plays featuring Rogers ‘nerchandise; 
parking lot displays were set up; 
news releases went to newspapers; 
the children and safety aspect was 
the springboard fo: a_ substantial 
number of radio and television plugs. 

Robinson used the standard entry 
blank for its contest, and on the re- 
verse side printed pictures of the 42 
prizes offered for the best safety 
slogan of 10 words or less. All prizes 
were Roy Rogers merchandise. 

They included: 1st prize, a puppy 
sired by “Bullet,” Rogers’ tv dog; 
2nd and 3rd, Trigger statue; 4th and 
5th, mounted Trigger shoe; 6th and 
7th, full color photos of Rogers and 
Trigger with personal autographs; 
8th through 17th, various items of 
clothing; 18th through 42nd, View- 
Masters with a Roy Rogers cowboy 
reel. 

To stimulate store traffic, contest 
rules stipulated that entries could 
not be mailed but must be deposited 
in the store. No purchase was re- 
quired to enter the contest. 


>Three one-of-a-kind displays to 
create store traffic are available. 
These must be booked well in ad- 
vance. They include Rogers’ own 
saddle made especially for use in 










calling all junior cowpokes! 


“Roy Rogers 


own movie" plus 


A full-color showing of the whole Rogers 
family . . . Roy, Dale, the children, even 
Trigger and Bullet, in thrilling scenes from 
their everyday lives. 


Movie Promotion . 
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come! see! big double feature! 
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“Roy Rogers 
western adventure’ 


A sure-fire ringer, complete with six-guns and 
“varments” who Roy, of course, brings to 
justice with plenty of tense and exciting 
moments. 

























Saturday, April 4 
Ayres’ Auditorium, Eighth Floor 





10:00 A.M. 
1:00 P.M. 





11:30 A.M. 





2:30 P.M. 


ADMISSION BY TICKET ONLY ... 
BUT THERE IS NO CHARGE! 





Tickets available, beginning Tuesday, 
March 31, in the 


Children's Department, Fourth Floor 
Boys’ Deportment, Fourth Floor 
Toy Department, Downstairs, West Building 


Tell Mom and Pop .. . round up the neighborhood 
posse... and ride down to Ayres’ next Saturday. 


. . This advertisement is typical of the promotion used for ‘Roy 


Rogers Own Movie,’’ one of several traffic stimulants which Roy Rogers Enterprises books 
for use by retail stores. Publicity kits are sent to stores for advance promotion. 


riding in Pasadena’s famed Tourna- 
ment of Roses Parade each New 
Year’s Day; a $50,000 silver saddle 
made of wrought silver, gold and 
precious stones, which depicts scenes 
of the West in intricate detail; a 
“Roy Rogers Own Movie.” 

Booking of these is on a one-month 
schedule, which allows one week to 
get the display to the store, two 
weeks of use by the store, and one 
week getting the display back to 
headquarters. 

The promotion available for “Own 
Movies” provides an example of the 
plans available for Rogers merchan- 
dising. This is a half-hour color film 
of the home life and activities of 
Roy Rogers, Dale Evans and the 
Rogers family, with narration by the 
two stars. 

When this promotion is ready to 
go, three fat envelopes of material 
go to the advertising manager, dis- 
play manager, and publicity man- 
ager of the store using it. 


>The advertising manager receives 
a cover letter from A. L. Rackin, 
advertising and publicity director 
for Roy Rogers Enterprises, in which 
he urges the necessity for coopera- 


tion of all store departments, and a 

summary of what the kit contains. 
In the kit for the advertising man- 

ager are: 

1. Three suggested layouts for full 

page and half-page ads. 

2. Glossy photo of Roy Rogers. 

3. Glossy photo of Rogers and Trig- 

ger. 

4. Line art for Western atmospheric 

sketches and spot art. 

5. Suggested copy blocks for body 

copy. 

6. Copy for invitation suitable for 

envelope stuffer. 

7. Suggested tv spots. 

8. Suggested radio commercials. 
The summary contains this infor- 

mation: “The Post Cereals Division 

of General Foods, sponsors of Roy 

Rogers on both NBC Television and 

Radio, have made available to your 

store one of their television films to 

show as a double-feature with the 

Roy Rogers Own Movies. We hope 

that your store is taking advantage 

of this offer. If so, you will find suit- 

able copy suggestions on the tele- 

vision film included in this kit.” 
The explanation is given that if 

the tv film is used, all advertising 
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Autographed Fan Photos . . . From covers of current Roy Rogers comic books, four-color 
»ffset photos of Roy, Dale and Trigger are made, to sell for $7 per 1,000. Like buttons, 
badges, balloons and Trigger ownership cards, the autographed pictures are available at 
cost for give-away promotion items used by retail stores. 





























must credit “Post Cereals Division 
of General Foods Corp.” Stores are 
also informed that General Foods 
will provide sample packages of 
Post’s Sugar Crisp to give away free 
to all children attending the movies. 












































>The publicity manager’s kit con- 
tains a similar cover letter, a series 
of news releases indicated as being 
for “Feature Editor,’ “City Desk,” 
“Drama Editor,” and a list of ex- 
ploitation ideas. 

These ideas cover 
tions as: 


























such 





sugges- 

















1. Use a recording of Roy Rogers’ 
voice, which describes the movie and 
invites attendance, as a radio spot. 








2. Hold a local preview of the film, 
and invite all newspaper, tv and ra- 
dio people who could conceivably 
be a publicity outlet. 


























3. Issue special invitations to regu- 
lar showings to such groups as the 
Boy Scouts, Girl Scouts, women’s 
clubs, camera and service clubs. 





























4. Store and window display ideas. 














5. Inclusion of admission tickets as 
coupon in newspaper advertising. 

















6. Promotion of style show on vaca- 
tion, and casual show featuring 
western and hunting wear as a sup- 
plementary attraction. 
































7. Hold still photo and home or 
amateur film contests in the camera 
department of the store. 























8. Use banners on trucks to adver- 
tise the film showings. 














9. In sporting goods and camera de- 
partments display all camera equip- 
ment used by Roy Rogers in making 
his film, and show stills from the 
movie. 


























10. Insert announcement of the 
showings or tickets for it in photo 
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Seasonal Promotion . . . Santa and Roy 
Rogers open four-page Life insertion to 
build up Yule purchases of Rogers mer- 
chandise at 35 stores listed in ad. 


lab envelopes if the camera depart- 
ment handles photo finishing. 


11. Send a letter (provided) to 
drama critics telling of the movie. 


>The display manager gets a letter 
and a photostat of display material 
being sent and 12 still photos. The 
photostat shows a 10-piece display 
kit consisting of 29” mounted plaques 
of Rogers and Trigger; a 40x60” var- 
nished blow-up of Rogers on his 
horse; a_ life-size, full-color soft 
sheet of Rogers; a series of window 
streamers and counter and window 
cards; a life-size replica of the $50,- 
000 silver saddle; instructions for set- 
ting up a Double R Bar Ranch mer- 
chandising unit, and lobby displays. 

A variety of give-away promo- 
tional items is available to retail 
stores at cost. They include: 


1. Autographed fan photos of Roy 
and Dale at $7 per 1,000. These are 
four-color offset, taken from the 





comic 


covers of current Rogers 


books. 


2. Trigger ownership cards, wallet- 
size, signed by Roy, $4 per 1,000. 
This was developed two years ago 
when a Texas oilman offered Rogers 
$200,000 for Trigger. Refusing the 
offer, Rogers said he would never 
sell the horse and came up with the 
idea of making youngsters “Honor- 
ary Shareholders” in Trigger, with 
the cards being evidence of the fact. 


3. Buttons and badges, which in- 
clude pictures of Rogers, Evans, 
Bullet, Trigger; deputy badges, and 
lucky coins, ranging in price from 
$5 per 1,000 to $25. 


4. Balloons and balloon assortments. 

The balloons do not go through 
the Rogers organization but are or- 
dered and sold direct from Oak Rub- 
ber Co. (Ravenna, O.). The buttons, 
coins and badges are sold similarly 
by Green Duck Metal Stamping Co. 
(Chicago). The items offered in this 
manner are subject to control of 
Rogers Enterprises, but no royalty 
is collected, because they are con- 
sidered a promotional contribution 
to the success of Rogers merchan- 
dise sales. 


>In addition to display materials 
mentioned previously, through the 
Rodgen Co. (Chicago) retailers may 
obtain a 40x60” rearing horse blow- 
up for $2.25, or a 30x40” blow-up at 
$1.50; a mechanical rearing horse, 
32” high, 30” wide, and 10” deep for 
$14.75. 

Roy Rogers Enterprises sales fig- 
ures—$20 million in 1950 at the height 
of Hopalong Cassidy’s popularity, 
and $30 million in 1953—show the 
emphasis upon store-level merchan- 
dising is paying off. It is based on 
the recognition that a “name” may 
temporarily stimulate business, but 
over the long haul such merchan- 
dise must be competitive and stand 
on its own feet. And, that stores will 
only give full support to a “name” 
brand when that brand is backed by 
aggressive advertising, publicity and 
promotion that can be utilized for 
the benefit of all store departments. 
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ROY ROGERS 
PLEDGE TO PARENTS 


This item of merchandise, bearing my name, 
has been tested in one of the nation’s largest 
testing bureaus and, in our judgment, equals in 
quality any merchandise selling in the same 
pricerange Y Ou pay no pre mium tor my name 
Rather, it is your assurance that this item is an 


authentic value 
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tay Cogery 
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An interview with 

Albert K. Hunn 

By Haviland F. Reves 

AR Detroit Correspondent 


“Al, what makes a good retail 
advertisement?” the buyer said over 
the cups at the morning coffee hour. 

“What makes results so good some- 
times, and so poor at others?” 

He was looking over the store’s ad 
for the day, and thoughtfully prob- 
ing for information that would help 
make his own section look better. 

He had come to a good source for 
the answer—to Albert K. Hunn, ad- 
vertising director of the Robinson 
Furniture Co., operating two large 
and leading retail stores in Detroit, 
in addition tc separate manufactur- 
ing activities. Since assuming his 
new post some months ago, Mr. Hunn 
has demonstrated the significance of 
a broad advertising background for 
the man who handles day to day re- 
tail advertising. 


> He was formerly an account execu- 
tive of the Buchen Co., Chicago 
agency, and had a background of 
20 years’ experience in advertising, 
radio and television, with such firms 
as the Griswold Eshleman Co. 
(Cleveland), Display Corp. (Mil- 
waukee), and Firestone. 

The creative principles that may 
be familiar in major agency routine 
are being applied in the preparation 
of copy for the Detroit store. Stand- 
ards in this rigorous field are being 
held firm, with each insertion receiv- 
ing the attention that an agency 
might lavish on a national account. 
Typically, a comprehensive scrap- 





What Makes 
A Good 
Retail Ad 


book of all artwork used by the 
store is being prepared, to provide a 
thorough study of what type of illus- 
tration has pulled best, which was 
weak. Or an ad already prepared 
may be revised and sent back for 
replating because it was felt that 
improvement in the layout, artwork, 
or other details was possible. Too 
few retail stores are willing to take 
the time and expense necessary to 
maintain this standard of careful 
copy preparation. 


> Mr. Hunn took the question posed 
by buyer John Byerly very seriously 
because “since I took my first adver- 
tising job more than 20 years ago, 
that same question has been plaguing 
me. In advertising departments in 
retail, wholesale and manufacturing 
fields and in agencies, I have seen 
the faces of thoughtful men wonder- 
ing if the copy before them made a 
good retail advertisement. Would it 
move goods? 

“In hundreds of panel sessions, 
plans board meetings, I have heard 
the views of management, sales, and 
advertising departments—and many 
‘experts’—all trying to prove that 
there was a direct answer.” 

Frank to admit that he doesn’t 
know all the answers, Mr. Hunn 
warns that “the advertisement pre- 
pared by experts may fall flat on its 
face, and others which were written 
off the cuff in a hurry prove to be 
a phenomenal success.” So he con- 
cludes that while “a good retail ad- 
vertisement defies definition,” he 
may fairly outline seven key factors 
which make for good retail adver- 
tising. 





A successful retail advertising manager explains what he 


considers the primary ingredients of a good ad. 


Here they are: 


1. Directness ...A good retail ad- 
vertisement knows the prospect, his 
wants, his needs and his current 
dreams. It has the invaluable faculty 
of latching on to the thinking upper- 
most in the customer’s mind. 

It completes a pre-conception or 
half-formulated idea ... or it starts 
a whole new chain of dreams and 
plans of realization. It is personal 
and intimate, without being overt or 
obnoxious. 


2. Authority ... Retail advertising 
that is going to get results should 





Albert K. Hunn 


the prospect wants to buy 
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carry an air of authority. It must 
speak boldly, precisely, and quickly 
~in word, picture, and tone. 

It must tell the kind of thing the 
customer wants to see and hear and 
understand. This must whet the cus- 
tomer’s appetite sufficiently to make 
him move to buy the product, or at 
least want to look at it. 


3. Proportion . . . The illustration, 
white space or heading should be 
large enough to command the read- 
er’s attention. If it appears among 
constant heavy competition, it should 
stand in size and importance in ap- 
proximate proportion to the impor- 
tance of the product or idea, its 
potential sales volume, and the im- 
portance of the store. 

(This advice does not take into 
consideration that the item might 
have been advertised before, of 
course, and have been established 
as either a world-beater or a dud. 
Nor does it consider fashions, trends 
or fads.) 


4. Personality ... The copy slant 
should be human, bright, not wordy. 
It must have that refreshing quality 
associated with a pleasant person- 
ality that is welcomed any time and 
any place. 

Personality doesn’t scream in 5” 
headlines, nor battle its way to at- 
tention with atomic explosions. It is 
real, constant and enduring. It should 
be a vital component of good retail 
copy. 


5. Impact .. . That’s a word we hear 
a lot about in advertising. Everybody 
wants to compare impact with a 
“smack in the puss” or a bump on 
the fender. To me, the attention- 
getting quality of an advertisement 
is its impact. 

It is the excellent photograph of 
the product-in-use or alone. It is a 
headline, a drawing, white space, 
comparisons—a technique really, that 
develops the maximum attention for 
the advertisement. 

The correct impact is a matter of 
taste and pace. Here, most of us take 
our cue from good art direction and 
results. We should try for the maxi- 
mum attention in keeping with the 
personality of the advertiser. 


6. Good faith . . . Good retail adver- 
tising does not cloud the issue with 
false claims or hidden meanings, or 
unrevealed factors which might make 
the customers angry if they attempt 
to carry out their dreams of pur- 
chase. 

We must remember that people 
want what we have to offer. Count- 
less words have been written on this 
subject—but the biblical admonition, 
“as ye sow, so shall ye reap,” is a 
good rule-of-thumb for retail ad- 
vertisers. 
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7. Conviction . . . Good retail ad- 
vertising upsets the critical balance 
of the customer’s thinking—he reacts 
in most cases to desire, need, cost, 
and a host of other such factors as 
they outweigh indecision and lead 
him to take action to buy. 

The copywriter must put things 
on the copy see-saw that will bring 
the wanted action into being. In this 
day of simplification that means not 
only the copy inducements, but like- 
wise price and possibly compara- 
tives, together with phone orders, 
easy parking, delivery, and all of 
the low-payment ideas that help 
make the acceptance of the adver- 
tising suggestion easy to take and 
give the parting with the buck a 
minimum sting. 


>Add up all Mr. Hunn’s sugges- 
tions and the sum is still an indefin- 
able, but he has managed to put 
the whole subject in clear perspec- 
tive: 

“Good retail advertising knows the 
prospect is interested and wants to 
buy if we touch his heart at the right 
time with the right advertisement 
and the right copy.” 

Off the record he'll admit that 
“this last one should give me plenty 
of outs the next time anyone asks 
why that advertising isn’t pulling.” 
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Fog-Resistant Photocopy 
Paper Marketed by Firm 


A new photocopy paper, reportedly 
500% more resistant to pre-fogging 
in incandescent or fluorescent light- 
ing than other photocopy papers, 
has been introduced by American 
Photocopy Equipment Co. (Chica- 
go). 

According to the company, the pa- 
per stays whiter longer after proc- 
essing and provides sharper copy 
and higher contrast compared with 
similar papers. Additional informa- 
tion on the new paper is available. 


For your copy circle No. 503 on the 
Reader’s Service Card inside back cover. 


Describe Plastic Laminating 


Titan Plastics Corp. (New York) 
offers to laminate in plastic photos, 
diplomas, certificates and other pa- 
pers one might want to preserve. 
All sizes, types and shapes of photos 
can be laminated, according to a 
folder issued by the company, which 
describes the process. The photos and 
documents are sealed in plastic in 
the process, protecting them from 
dirt or fading. The laminations are 
done on 1%” polished plywood. Col- 
ored borders and hangers are avail- 


able. 


For your copy circle No. 504 on the 
Reader's Service Card inside back cover. 
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MAURICE M. GOLOBERGER D. M. 
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GRAMERCY ADVERTISING CO 


Medical Theme Makes 


Unusual Housewarming 


When Gramercy Advertising Co. 
(New York) moved from 30 Rocke- 
feller Plaza to 30 Central Park South, 
it staged an unusual housewarming. 
Since the new offices are in the Med- 
ical Bldg., a cocktail party was held 
with a medical approach. 

Invitations, sent to 200 guests... 
clients, prospects, press and friends 

. were in the form of prescription 
blanks, 4144x514”, from Maurice M. 
Goldberger, D.M. (“Doctor of Mer- 
chandising”). Mr. Goldberger is the 
agency president. 

The prescription was “For Spring 
Fever” and the medication was 
“Cocktails and other tonics.” “Dr.” 
Goldberger’s office hours were listed 
as “4 to 7 p.m., May 11th.” 

In the space on the prescription 
blank for the patient each individ- 
ual’s name was written in India ink 
by Philip Kessler, copy chief. The 
body copy, pre-printed by Hand- 
man-Miller Press (New York), was 
also in black. The blanks (invita- 
tions) were enclosed in envelopes. 


IN 
4y-" J.ny. 


>Carrying through the medical 
theme, one of the women members 
of the Gramercy staff was attired 
in a nurse’s uniform to act as a re- 
ceptionist. She directed the “pa- 
tients” to “medication.” 

On leaving, the guests were given 
a small first aid kit, which consisted 
of -a plastic box with band-aids, 
gauze pads, adhesive and mercuro- 
chrome. The top of the box had a 
14%4x3” gummed, white sticker. 
Printed on it in red was “First Aid 

. Gramercy Advertising Co. Inc.” 

The verdict was, according to Mr. 
Goldberger, “Complete disappear- 
ance of ‘symptoms’ after the ‘pa- 
tients’ took the prescribed medica- 
tion. There was no doubt that most 
patients were feeling no pain, a sure 
sign that the party was a complete 
success.” 44 
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Copyright 1950, Folding Paper Box Assn. of America 


The 
Folding 


Carton 


AR has received permission to digest material from a hand- 


book published by the Folding Box Assn. of America which 


explains the role of folding cartons as the basic form of pack- 


aging in the U. S. and offers tips on making the best use of 


them. 


The folding carton has long been 
the basic package in America. It is 
adaptable to a wide variety of prod- 
ucts. Some of the reasons for its con- 
tinued popularity include: 


1. It will take the best in printing 

. A folding carton design can be as 
slick and as attractive as a magazine 
cover. Since paperboard is manufac- 
tured from a variety of materials, 
which might range from Swedish 
spruce to yesterday’s discarded 
newspaper, it is customary to pro- 
duce a board with a fine, white print- 
ing surface on one side and a filler 
made of more economical material. 
In some cases a third liner is added 
for strength or protection. Other 
types of packaging can, of course, be 
decorated with labels or wraps. But 
in the case of the folding carton, high 
quality printing may be directly ap- 
plied without an extra gluing oper- 
ation. 


2. It can easily be combined with 
other materials to afford unusual 
product visibility .. . ““Windows” may 
be cut out of the carton during its 
manufacture and transparent film 
applied in a high speed operation. 
The resulting package has all the 
protective strength and rigidity of 
the carton plus a high degree of 
visibility. 


3. Premiums . .. Paperboard cut- 
outs, long recognized as profitable 
sales boosters, can be built right into 
the folding carton while in produc- 
tion without extra cost. Another sales 
stimulus, that of featuring printed 
recipes or product use illustrations, 
can also be inexpensively applied to 
a folding carton. 


4. The variety of styles in which a 
folding carton may be constructed is 
limited only by human ingenuity... 
There are now more than 200 in 
fairly common use and at least 200 
more which can be readily adapted 
under proper circumstances. Because 
of this unique flexibility, almost any 
packaging quality or property can 
be put into a folding carton. 


5. The folding carton is especially 
well suited to the needs of large scale 
packagers with high-speed filling 
machinery ... Like any other mass 
production item, the folding carton is 
manufactured by precision methods 
and with very close tolerances, re- 
sulting in a standardization which 
makes the last carton off the assem- 
bly line the same as the first. 


>The vast majority of folding car- 
tons produced today are tailor-made 
to meet users’ specifications. Only 


- continued on page 42 
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The Year’s Best : 


The pictures on these pages show the 
first place winners in the 1955 Folding 
Carton Competition sponsored by the Fold- 
ing Paper Box Assn. of America. 


1. Desert Nicuts DATES... First Award 
-Oftset Lithography — Produced for The 
Jamison Ranch by Schmidt Lithograph Co. 
... A fresh approach to stimulate gift and 
impulse sales of a food product is repre- 
sented by the Desert Nights carton, used to 
package three pounds of dates. Extremely 
strong identification was achieved by print- 
ing the brand and product names in white 
against the contrasting colors of the design. 
As a protective feature, the bottom of the 
carton was paraffined on the inside. (Four 
colors and varnish by lithography. 


2. Privine Nose Drops... First Award 
Medicinal Products — Produced for Ciba 
Pharmaceutical Products Inc. by The Wil- 
kata Folding Box Co. . . . The amusing 
counter display for Privine Nose Drops rep- 
resents a bold step away from the usual 
style of packaging medicinal products. 
a Serio-comic design and the use of a three- 
jean Rag Ce aE Ye ao: tal aa dimensional nose have a clever satirical 
aie h twist and make the unit a real “shopper- 
stopper.” Humorous before-and-after illus- 
trations on the front of the carton effectively 
point out that “just two drops” will relieve 
nasal congestion. (Three colors and varnish 
by letterpress.) 


~~, eh eel ee ae : 4 
) Ne i Red oe Ne a dha ae ' ihe 3. DAyton’s ... First Award — Retail 
UE em a Nad en MOE Sah OAS ae: I Boxes — Produced for The Dayton Co. by 
American Box Board Co. . . . Sharp, clean 
printing and the effective use of bold letter- 
ing against a neutral background make 
Dayton’s retail box a real standout—simple, 
smart and sophisticated. It is an integral 
part of a coordinated packaging program. 
(Two colors by letterpress.) 


4. Lipton Tea Bacs .. . First Award— 
Food—Produced for Thomas J. Lipton Inc. 
by Alford Cartons ... Completely automatic 
oc operation — from making the tea bags to 
. no Seg iy SG =~ ‘ F Aen packing them—prompted the development 
ee s mone of Lipton’s 100-count tea cartons. The new 
a SS a . eee / \ ; cartons retain brand identity and give the 
consumer a real ‘‘sales pitch” at the point- 
of-purchase. Artful design and vivid colors 
make it a standout on store shelves. (Three 
colors by letterpress.) 
™ at 8 cs mt 4 
dite tee, Uk Se ee ee ae ha 5. LirTLe CHEF MINIATURE WARE... First 
F ~~ mga” at a te Award—Toys—Produced for Tacoma Metal 
ote ‘ Products Co. by Container Corp. of America 
. . » Little Chef Miniature Ware, particularly 
appealing to young girls because it is “just 
like mother's,” is being introduced in an 
attractive carton that does an excellent job 
of visually displaying each item in the set. 
The main color of the carton, a rich brown, 
greatly complements the copper, aluminum 
and stainless steel kitchenware. Simple de- 
sign of the display panel draws attention 
to the brand name and also features an 





olding Cartons OLD TAYLOR 


— 


illustration of the product. Each item is 
firmly locked in place on a die-cut insert. 
(Three colors and varnish by letterpress.) 
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6. MARLBORO FILTER CIGARETS . . . First 
Awards—New Use and Tobacco—Produced 
for Philip Morris & Co. Ltd. Inc. by the U. S. 
Printing & Lithograph Co. . . . The Marlboro 
cigaret cartons represent a new type of 
cigaret packaging which conceivably could 
have a significant effect on both the future 
of packaging in the cigaret industry and the 
use of boxboard for such packaging. Hand- 
some surface design, a convenient flip-top 
opening and a sturdy construction which 
affords excellent protection of the cigarets 
combine to make this an all-around out- 
standing package. 

First award winner in both the New Use 
and Tobacco classifications of the competi- 
tion, the cartons were developed to intro- 
duce the new Marlboro Selectrate long-size 
cigarets. The new cigarets and cartons were 
test marketed in Dallas; Providence, R. I.; 
and Rochester, N. Y. Consumer acceptance 
in those areas far exceeded all expecta- 
tions. (Four colors by lithography.) 


a ee 
ES = 
ae 
Ps 
a Se oe 
os bal 
ee 
eee ee oe 
Sas ee 


a te a | 
hg > yy ee 


et ee ha ae ae 
ee ee 


Sv. . 


a ae 
Ss te ee 


a De Sa te ae 


sy 
Bae ; 
ial ae ee ta 


* 
‘4, es 4 


eS Ge ee ee 
pais tants SS eal ne eae 


ee oo 
MetE A 
feeling 


Ne ei i te ee 
a ee CS 


wees 
Set in sea Til tad * - , 


ee Ce ee ee 


ee =e 


Pe a he 
ee ee 


NS 


SP tae ee 


ie afore 
eGrtens 


' nae 


me OE « 
a 


ase 


. 


so Pas a 
mica 


7. CHARMODE LINGERIE .. . First Award 
One- or Two-Color Letterpress Printing 
Produced for Sears, Roebuck & Co. by Paper 
Package Co. . . . Sears’ leadership in retail- 
ing is due in part to the company’s constant 
attention to packaging details. The simple 
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. Jet ‘ 
design of the carton for its Charmode Lin- red rs cane & ae 4 ¥ 
gerie provides excellent brand and product y ‘ ‘ ‘ é& & e & ; Vey a ; é 4 1 
identification for consumer self-selection in 7 YI 4’ Ne : Bs. . 14) ha 
the store. (Two colors and varnish by letter- ; Sh at et i. eed Tr 4a 
press.) e cee oe 

8. TRICK OR TREAT... First Award—Con- ‘ hot : ry: HF : 
fections—Produced for The D. L. Clark Co. Lat PRS a y ig 
by The Ohio Boxboard Co. . . . Twenty-four eS! oye 
Clark candy bars are packed in the “Trick Ce Yen 
or Treat’’ carton—an outstanding seasonal * ee: f an 
package that promotes both impulse and ' Ak , A 4 
multi-unit sales of its product. Strong brand Y 45, yr ere 
identification has been attained by printing vee Utes 
the candy bar in a vivid shade of orange i oy ae eI 
against a contrasting black background. ee bes tl 
Other excellent features of the carton are At pe 
its appealing design, bright colors and ap- : be pe 
propriate copy. (Four colors, gloss, by letter- "oe Ag 
press.) 5 rhe 

2, a 
9. PrivinE EconoMy-PAck ... First 


Award — Multi-Color Letterpress Printing 
Produced for Ciba Pharmaceutical Products 
Inc. by The Wilkata Folding Box Co... . 
Clever, clean-looking, compact and possess- 
ing terrific merchandising value, the Privine 
Economy-Pack display unit is sure to win 
coveted counter space in drug and related 
stores. A parade of red-nosed caricatures 
in a variety of occupations and poses en- 
circles the perimeter of the display and 
effectively points out that the packaged 
nose drops and nebulizers may be used 
. wherever you are.” Technically, the 
carton comes as close to absolute perfection 
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Honors for Sears .. . If the 1955 Folding Carton Competition is 
any guide, the nation’s top packager is Sears, Roebuck & Co. 
In addition to the three packages illustrated with the first-prize 
winners On pages 38 and 39, Sears walked off with merit awards 
for six other packages—far more awards than any other com- 
pany. Illustrated above (left to right, top row) are packages for 
Sears’ Kenmore Electric Trivet, produced as a combination point- 
of-sale display and package with appeal to the gift trade .. . 
Harmony House Sheet & Pillowcase Ensemble, printed in light 
blue and black . . . Harmony House Pillowcases. (Bottom row) 





Holy Bible, a two-color and varnish letterpress job with simple, 
dignified artwork . . . Charmode ‘’Softies’’ Girdle, a triangular- 
shaped carton with a convenient carry-home handle . . . Har- 
mony House Wallpaper Tray, a do-it-yourself dispenser for pre- 
pasted wallpaper. The wallpaper tray is actually a helpful tool. 
The customer sets up the box at home, inserts a metal rod, fills 
the box with water and then sets the wallpaper in it. This pro- 
vides a convenient dispenser that moistens the wallpaper and 
allows it to be cut off in the required length, all in one simple 
operation. 






































in printing excellence as is possible. (Three 
colors and varnish by letterpress.) 


10. HAnMony House ToweEL Set... First 
Award—Textiles—Produced for Sears, Roe- 
buck & Co. by Paper Package Co... . The 


unusual “pink horse” design of the carton 
for Sears’ Harmony House Towel Set is 
sure to attract attention at the point-of-sale. 
The carton can be effectively displayed 
either with its lid on or off. (Two colors and 
varnish by letterpress.) 


11. Otp TAytor .. . First Award—Bev- 
erages — Produced for National Distillers 
Products by Robert Gair Co. Inc. . .. A beau- 
tiful full-color photographic illustration of 
Old Taylor's new decanter and tasteful 
handling of the brand name add dignified 
appeal to this elegant carton. The unique 
tilted effect of the illustration has powerful 
display impact—especially when the three 
panels of the carton which form a full view 
of the decanter and silver tray are dis- 
played side by side. Suitable for gift giving 
at any time of the year. (Gravure.) 


12. Scumipt Beer .. . First Award—Car- 
riers—Produced for Jacob Schmidt Brewing 
Co. by Waldorf Paper Products Co... . 
Schmidt Beer, formerly packaged in cartons 
which carried the brand name on all pan- 
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els, now comes to the consumer in carriers 
that devote one full side to scenic illustra- 
tions of wild life. These illustrations—there 
are three in all—act as a premium or coliec- 
tion offer to the consumer and also add 
greatly to the products appeal. Brand iden- 
tification is retained through the use of the 
Schmidt name on all other panels of the 
carton. (Signature panels in two colors by 
letterpress; illustration in four colors by 
lithography.) 


13. Cross Country PLants.. . First 
Award — Hardware — Produced for Sears, 
Roebuck & Co. by The Gardner Board and 
Carton Co. . . . Combining attractiveness, 
protection of product and ease of handling 
for the consumer, these carton-carriers for 
a variety of Cross Country plants have 
proved a great merchandising aid in pro- 
motion sales of their living products. To 
provide room for the branches of the plants, 
the cartons are flared out from the middle 
to a point at the top where the front and 
back panels form a convenient handle. 
Note the breathing holes and the perforated 
circle on the front panel which can be taken 
out for further inspection of the contents. 
Special sizing and waterproof glue are 
used so that the plants can be cared for 
in storage between the time they are pack- 


aged and the time they reach the consumer. 
(Two colors by letterpress.) 


14. Totem Pote HELMET ... First Award 
—Paper Products — Produced for Ralston 
Purina Co. by Michigan Carton Co... . 
This intriguing totem pole helmet is a spe- 
cial premium offer extended to the pur- 
chasers of Ralston cereals. When worn, the 
helmet completely covers the head of the 
child user. A section of one-way vision 
material inserted directly above the eyes 
on the helmet gives the child excellent 
visibility and also allows him to retain his 
“secret” identity. By strict definition, the 
helmet—which must be seen to be appre- 
ciated—is not a package. Technically, how- 
ever, it is a folding carton because it is 
made of paperboard on standard equip- 
ment. (Four colors by letterpress.) 


15. INTERWOVEN Socks .. . First Award 
—Display Containers—Produced for Inter- 
woven Stocking Co. by Alford Cartons .. . 
This combination of carton-display, designed 
for use in all types of retail outlets—depart- 
ment stores, men’s stores, supermarkets, 
and even drug stores —puts Interwoven 
stretch socks on the counter where they can 
benefit from impulse sales. Imaginative use 
of color and logotype permits eye-catching 
arrangements of cartons in pyramids, col- 
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Christmas trees 


bi A large manufacturer of Christmas tree ornaments, with 
sprout in an eye on the sales potential of supermarkets, brought its 
problems to Gair. 

Our men had to create — not merely adapt or improve — 

“Se A he ermarkets a self-service merchandiser that would both protect the 

extremely fragile ornaments, and also stop and sell busy 

Here’s how one product — never before supermarket shoppers. The strong cushioning quality of 

low-cost Gair corrugated prevents breakage that would 

occur in ordinary counter stocking. Tested last year in over 

a place in these high volume outlets, 500 eastern stores, Gair’s design and printing boosted total 
sales an estimated 10%. 

Solving the hundred and one special construction, design 
and printing problems posed by any new display stand is a 
job for experts. That’s exactly what we’ve got at Gair; why 
not call your nearest Gair container plant and put them to 
work for your company. 


sold successfully in supermarkets — won 


thanks to a new display by Gair. 


SHIPPING CONTAINERS 
FOLDING CARTONS 
PAPERBOARD 


ROBERT GAIR COMPANY, INC. 
155 EAST 44TH ST. 
NEW YORK 17, N. Y. 


SC.5.4 


YOU’RE LIVING NEXT DOOR TO THE EXPERT 


GAIR CONTAINER PLANTS: Atlanta, Ga. « Cambridge, Mass. ¢ Cleveland, Ohio * Holyoke, Mass. ¢ Los Angeles, Cal. * Martinsville, 
Va. * No. Tonawanda, N. Y. ¢ Philadelphia, Pa. * Plymouth, Mich. ¢ Portland, Conn. * Richmond, Va. ¢ Syracuse, N. Y. ¢ Teterboro, N. J. 
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umns, etc. Individual cartons attach to dis- 
play by means of die-cut interlocking paper- 
board. Cellophane window allows visibility 
of product. (Three colors by letterpress.) 


of extra staples. Also featured on this 
panel are four illustrations that depict ways 
in which the stapler may be used. (Eight 
colors by letterpress.) 


16. Otp Spice CosMETICS FAMILY .. . 
First Award—Cosmetics—Produced for Shul- 
ton Inc. by Empire Box Corp. (N. J.) ... The 
cosmetic field thrives on visually appealing 
packages, and this family of Old Spice car- 
tons has achieved the ultimate in striking 
design and color to please milady’s fickle- 
ness for fashion. They are feminine, sophis- 
ticated and unique without being extreme 
in any direction. To protect the appearance 
of the carton as well as its product, the 
outside liner is waterproof. (Dusting pow- 
der, toilet water and body sachet are five 
colors by letterpress; bathsalts are two 
colors by letterpress.) 


18. KrRoGER OysTER CRACKERS ... . First 
Awcrd—Bakery Products—Produced for The 
Kroger Co. by The Gardner Board and Car- 
ton Co. . . . Appetizing illustrations of both 
the product and its end use appear on the 
seven-ounce and one-pound packages of 
Kroger Oyster Crackers. The end-use illus- 
tration encourages the consumer to try an- 
other Kroger product in combination with 
the oyster crackers and, in so doing, pro- 
motes not one but two impulse sales. (Four 
colors and varnish by letterpress.) 


19. Matey’s Suir ENSEMBLE... First 
Award — Superiority of Construction — Pro- 
duced for Manchester Knitted Fashions Inc. 
by Robertson Paper Box Co. Inc. . . . In- 
geniously constructed and cleverly de- 
signed, this novel book style carton for 
Matey’s suits offers excellent product pro- 
tection and also serves as a compelling 
display at the point-of-sale. An amusing 
die-cut picture puzzle is incorporated on one 
of the panels for additional playtime en- 
joyment by the youngsters. (Three colors 
and varnish by letterpress.) 44 


17. SwInGLineE 77 STAPLERS .. . First 
Award—Miscellaneous—Produced for Speed 
Products Co. Inc. by Container Corp. of 
America ... A display that has proved a 
great aid in promoting sales was developed 
for the stylish and colorful Swingline 77 
Staplers. The kangaroo design on the stand- 
up display panel visually ties-in and em- 
phasizes the fact that the staplers have a 
special pouch that holds a reserve supply 
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The Folding Carton 


- ++ continued from page 37 


of its dark gray color, it is not suit- 
able for multi-color printing. 

e Bending News Board is made of 
reclaimed newspapers with sulphate 
or sulphite wood pulp added to give 
it the necessary bending qualities. 
It also has a dark gray color. 

e Single Manila-lined Board is a 
commercial grade of boxboard with 
a top liner of unbleached sulphite 
and ground wood pulp. The rest of 
the board is composed of news or 
mixed papers. Its top liner is a light 
buff color. 

e Bleached Manila-lined Board, a 
slightly higher grade, is produced 
from much the same basic ingred- 
ients as single manila-lined board. 
But because it is whiter in color, it 
is more extensively used for folding 
boxes of all kinds and sizes. 

e White Patent-coated Board, oddly 
named since it is neither patent nor 
coated, is made with a top liner of 
bleached sulphite wood pulp mixed 
with white shavings, aspen or soda 
pulp, to produce a good, white sur- 
face for multi-color printing. 

e Clay-coated Board has an excep- 
tional surface for high quality print- 
ing. When desired, its top liner may 
be coated with a mixture of white 
mineral powder, an organic binder 
and water. This type of board is di- 
vided into two classifications: board 
coated on the paper machine and 
board coated after the usual machine 
operations are completed. Machine- 
coated board is produced by remov- 
ing a section of the dryer rolls and 
applying the coat at that point. The 


7% are “stock” cartons. There are 
two basic forms of folding cartons: 
e The tube ...a sheet of paperboard 
folded over, then glued against its 
edges to form a rectangular tube. 
The ends can be sealed or locked in 
a variety of ways. 
e The tray ...a sheet of board with 
its sides folded at right angles and 
locked, glued or stitched together at 
the corners. One panel can be ex- 
tended to form a cover, or two trays 
can be fitted together to form the top 
and bottom of a complete box. 
From these two primary concepts 
has evolved the entire gamut of 
styles regularly produced today. 


> The principal material in the man- 
ufacture of folding cartons is paper- 
board. However, different types of 
paperboard vary widely in their 
properties. All folding boxboards 
must have two major qualities: 
strength enough to protect the pack- 
aged product and flexibility enough 
to bend without cracking or break- 
ing where creased. In addition, most 
boards must have an outer surface 
suitable for printing. 

There are many special types and 
grades of folding boxboard, but most 
commercial board can be classified in 
one of the following categories: 

e Bending Chip Board is made of 
reclaimed mixed papers with sul- 
phate wood pulp added to give it the 
necessary bending qualities. Because 
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drying and calendering then con- 
tinue and produce the smooth sur- 
face. 

e Solid Board is effective for pack- 
aging certain moist foods, especially 
those susceptible to contamination. 
It is produced entirely from virgin 
material, which may be wood pulp 
of either the sulphate or sulphite 
type, or a mixture of either with 
ground wood. The latter is known as 
Solid Manila. Solid board does not 
have a wide range of applications. 


>In buying cartons, it is well to 
know some of the standard termin- 
ology of the boxboard industry: 

A standard sheet size, as a basis for 
estimating weight on all grades of 
folding boxboard, is 25x40”. Such a 
sheet has an area of 1,000 square 
inches. All folding boxboard can be 
made in a wide variety of sizes; how- 
ever, the standard size is generally 
the basis for computations. 

Sheet dimensions should always be 
stated with the dimension across the 
grain of the board given first, fol- 
lowed by the dimension with the 
grain. 

Sheet thickness or caliper is in- 
variably measured in 1,000ths of an 
inch, each 1,000th being referred to 
as a “point.” Thus a board of .024” 
thickness is referred to as a 24-point 
board. 

Sheet finish is of four standard de- 
grees of smoothness, numbered 1 to 
4. The degree of finish or smooth- 
ness given to a sheet is regulated by 
the pressure of the calendar rolls. 
A folding boxboard with finish no. 4 
has an extra smooth surface. Finish 
no. 3, although a shade less smooth, 
offers a very good printing surface. 
Finish no. 2 is a surface for ordinary 
printing and finish no. 1 is the least 
smooth of the four. It is axiomatic 
that the smoother the finish, the heav- 
ier the board. Conversely, the coarser 
the finish, the lighter the board. The 
difference in weight results from the 
fact that to achieve smoothness more 
material must be compressed into a 
smaller space. 

A bundle of folding boxboard 
weighs 50 lb. This weight is stand- 
ard. The number of sheets of any 
given caliper contained in a 50 lb. 
bundle will vary not only because of 
sheet size but because of the differ- 
ences in weights of board of the 
same size, owing to the varying fin- 
ishes. The number of standard 25x40” 
size in a bundle is referred to as the 
“regular number.” The number of 
sheets in any other size is referred 
to as the “count.” 

Folding boxboard is not always 
shipped in bundles. Frequently it is 
packed on wooden skids, strapped 
with metal bands. 


>The key process in the manufac- 


of 100.000 per hour. depending upon 











DIAGRAM FOR “PRINTING BLEEDS” AND PANEL ARRANGEMENT 
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ture of folding cartons is cutting and 
creasing. In some instances this is the 
sole operation, as unprinted folding 
boxes of a style which does not re- 
quire gluing are produced from 
sheets of board and shipped to the 
customer without further treatment. 
Normally, the cutting and creasing 
follows the printing and precedes the 
gluing. In planning production, how- 
ever, cutting and creasing comes first 
and other operations must be ad- 
justed to it. 

The initial step is preparation of a 
layout. The layout man, usually 
working with accurate samples of the 
boxes to be made, figures out the 
size of the sheet from which they will 
be cut. In doing so, he must be guided 
by these factors: first, the size of the 
blank (the folding box in its flat 
unglued form); the trim (size of the 
sheet which can be economically 
purchased from the board mill, de- 
pending upon the width of the board 
machine); and the available equip- 
ment in the folding carton plant. 

Obviously, an order for a small 
quantity of folding cartons can be 
produced more economically on a 
small piece of equipment, because 
the investment in dies and printing 
plates will be less. Therefore, the 
“number-up” (number of folding 
boxes cut simultaneously from one 
sheet of board) will be kept to a 
minimum and small sheets will be 
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used. On the other hand, a large 
order of folding boxes can most effi- 
ciently be produced on larger equip- 
ment since additional die and plate 
cost will be more than absorbed by 
mass production. 

Another factor in layout for many 
folding box styles is the possibility 
of “nesting,” an arrangement in 
which the blanks on the sheet are 
interlocked, reducing board waste. 


>The role of the die maker is not 
one learned in a quick apprentice- 
ship; it requires both experience and 
skill. In this highly mechanized in- 
dustry, much of the die maker’s ex- 
acting work must be done by hand. 
Tolerances are measured to 1/1000th 
of an inch and the last carton in a 
run of 1000 or 1,000,000 must be the 
same as the first. 

Cutting and creasing is performed 
on a platen or cylinder press similar 
to a one-color printing press, ex- 
cept that all rollers and and ink 
fountains have been eliminated, and 
the die, rather than a printing plate, 
has been mounted on the bed of the 
press. 

This die is an intricate jig-saw 
puzzle arrangement of tempered 
hard steel rules, some of which are 
sharpened to cut through the sheet 
of board, while others are dulled to 
make only a crease. If the job is to be 
run 12-up, there will be 12 of these 
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What a magic give-away or premium. Pull plas- 
tic Talk-A-Tape thru box and it actually 
t-a-l-k-s! Brand names and special phrases built 
around YOUR PRODUCT! Or, choose from 
over a dozen stock sayings. Costs only a nickel 
in moderate quantities. IT’S AMAZING! IT’S 
NEW! Write NEAREST OFFICE today for 
free sample and low cost data. 


THE TALKING TAPE COMPANY 
MAIN OFFICE: 925 Bradmar Bide. 1651 Market 
Street. San Francisco 3. California 
EASTERN DIVISION: 9925 Newsweek Bidg., Times 
Square, New York 36, New York 
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The Folding Carton 


dies in a form nested and fitted to- 
gether in the most efficient manner. 
The knives themselves are held in 
position by blocks of plywood or 
metal and are securely locked in a 
form called the “chase.” The cutting 
knives are surrounded by pieces of 
resilient material, either rubber or 
cork, to force the sheet away from 
the die after it has been cut and 
the pressure released. 


>To cut and crease with accuracy 
and precision, the surface on which 
the sheet of board rests at the instant 
of impression must be grooved to 
fit the knives of the die. For the 
purpose of insuring exactitude, a 
sheet of special board is glued to the 
steel jacket (which covers the cylin- 
der) or directly to the platen, de- 
pending on the type of press. 

Ink is then applied to the rules and 
knives and an impression is made on 
the sheet which has been glued to 
the jacket, commonly called the 
“counter.” This shows the precise lo- 
cation of the knives and crease rules 
in the die. Having determined this, 
the pressman then carves away the 
counter so that the cutting knife will 
come in direct contact with the steel 
jacket. 

The creasing rule is made ready by 
cutting a groove in the counter of 
the proper width, depending upon 
the caliper of the paperboard and 
the width of the crease rule. The ac- 
tual impression which forms the 
crease is accomplished by inserting 
the sheet of board between the die 
and the counter. 


> As the cut and creased sheets are 
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get the prospect’s reply . . . Be sure 





The material in the accompanying 
article was digested from “The Fold- 
ing Carton,” a highly-readable 56- 
page booklet published by The Fold- 
ing Paper Box Assn. of America. The 
booklet is a basic manual on folding 
cartons and presents a detailed step- 


by-step description of production of 
cartons. 


Profusely illustrated, the booklet 
contains several helpful diagrams 


for “printing bleeds” and panel ar- 
rangements on various types of car- 
tons. Also included is a history of 
the folding carton industry, informa- 
tion on design of cartons, a discus- 
sion of packaging machinery and a 
bibliography. 

A valuable addition to the library 
of any adman, the booklet is avail- 
able at $1.25 from The Folding Paper 
Box Assn. of America, 337 W. Madi- 
son St., Chicago 6. 





delivered from the press, the excess 
board surrounding the blanks re- 
mains attached in several places. The 
process which removes this waste 
is referred to as peeling, scrapping, 
picking, or most commonly-—strip- 
ping. It may take place at the deliv- 
ery end of the cutting and creasing 
press, or in an entirely separate de- 
partment. Skilled operators with 
steel-faced hammers work on a pile 
of sheets from 6 to 15” in height and 
knock away the trim at a high rate 
of speed. 

A comparatively recent technical 
advance in folding carton manufac- 
ture, pneumatic (air) hammers, per- 
mits piles of sheets several feet high 
to be stripped by one operator. But 
the sheets must be perfectly stacked 
and this requires special planning, 
equipment and die construction. New 
techniques with air hammers are be- 
coming more widely accepted. The 
method is generally considered 
cleaner and quicker, needing less 
floor space and causing less plant 
congestion. The air hammer reduces 
the fatigue factor and increases out- 
put so that in an eight-hour day, one 
operator can strip over 40 tons of 
folding boxes. 


> After stripping, many styles of 
folding boxes are completed and 
ready for delivery to the packager. 
Other styles, however, require glu- 
ing either along a glue lap in the case 
of a tube, or in the corners in the 
case of a tray. Formerly done by 
hand, high-speed equipment is now 
available to perform various gluing 
operations. Some of these machines 
turn out folding cartons at the rate 


112. Order form on circular .. . If 


of 100,000 per hour, depending upon 
the size and style of the box to be 
glued. In this section of the assembly 
line alone, the production rate has 
been increased 300% since the first 
World War. 

The blanks are placed, printed sur- 
face down, in the hopper of the ma- 
chine’s feeder unit and are automati- 
cally fed into the gluer. As they 
move forward a thin smooth film of 
adhesive is applied to the glue lap 
or to the corners; folds are produced 
along the creased lines by a series of 
belts and metal folder bars; and the 
folding cartons are stacked under 
pressure until the adhesive has set. 
At the same time, an electrical or 
mechanical device counts the mov- 
ing boxes and, by knocking one 
slightly out of line at regular inter- 
vals, makes quick packing and tying 
possible. 

Gluing machines come in several 
types including one which actually 
delivers glued cartons set up and 
ready for filling. Such special ma- 
chines, however, are generally de- 
signed for gluing particular styles of 
folding cartons and will handle only 
certain blanks. 44 


Bemis Polyethylene Bags 
Illustrated in Brochure 


“Packaging for Sales,” a new bro- 
chure issued by Bemis Bro. Bag Co. 
(St. Louis), shows a wide variety of 
polyethylene bags and suggests many 
sales uses for them. 

Some of the types of bags illus- 
trated are: double pocket bags for 
packaging combinations such as “his 
and hers” towels or a swim suit and 
towel; multiple pocket bag for pack- 
aging such items as silverware, and 
sample assortments; center seal bags 
for produce or toys, and lip bags for 
blankets or ticket holders. In addi- 
tion, stock flip-close and tie-top bags 
and polyethylene liners are shown. 

A list of the advantages of using 
polyethylene—it’s lightweight, strong, 
waterproof and tasteless—is given in 


the folder. 


For your copy circle No. 505 on the 
Reader’s Service Card inside back cover. 
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Tips for Direct Mail 
vertising 





It happened! A six-way tie for the 
General Electric “Wake-Up” clock- 
radio offered for the best direct mail 
tip to be added to the list prepared 
by Franklin C. Wertheim and pub- 
lished in the February AR. 

When the judges’ votes were tal- 
lied, six different tips came out with 
equal scores. The winners: 

e George L. Ackors, account execu- 
tive, Edward B. Morris Associates, 
Indianapolis. 

e Monroe A. Bloom, advertising 
manager, The Anglo California Na- 
tional Bank, San Francisco. 

e R. A. Christopher, advertising de- 
- partment, The Clark Controller Co., 
Cleveland. 

e Robert Garrott, advertising man- 
ager, RCS Studios, Chicago. 

e Edward Jaffe, Chicago. 

@ John D. Wilson, director of mer- 
chandising development, Planned 
Sales Ltd., Toronto. 

Since we have only one clock-radio 
to award, we decided to apply the 
“earliest postmark” rule . . . and the 
winner, whose entry was postmarked 
January 31, 1955, is Mr. Ackors. His 
tip is No. 101 below. The other “win- 
ners” are listed as tips 102-106. 


The remaining tips included in the 
following list were the entries which 
received the next highest ratings by 
AR’s judges. The judges were L. G. 
Chait, director of sales planning & 
analysis, R. L. Polk & Co. (Detroit); 
Charles S. Downes, director of ad- 
vertising, Abbott Laboratories 
(North Chicago, Ill.); Franklin C. 
Wertheim, author of the February 
AR article and direct mail consult- 
ant (Jamaica, N. Y.); Myron A. Har- 
tenfeld, circulation manager, and 
Edwin Slocum, Jr., promotion man- 
ager, Advertising Publications Inc. 
(Chicago), and members of the AR 
editorial staff. 


101. Overcome objections . . . Check 
with your sales force and learn the 
objections to your services or prod- 
uct most frequently raised by pros- 
pects. Slant your copy to overcome 
such objections before they are 
raised. 

George L. Ackors, account executive, 


Edward B. Morris Associates Inc., 
Indianapolis. 


102. The “You” Law... Never for- 
get the most important element in 
copywriting, the reader’s self-inter- 
est. Use the second person as much 
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as possible. Minimize the “I” and 
“we.” 
Monroe A. Bloom, adv. mgr., The 


Anglo California National Bank, San 

Francisco. 
103. Keep that list up-to-date ... 
Make those changes, corrections and 
cancellations the minute you learn 
of them. If your list is a rented one, 
keep the broker advised of changes, 
too, so his list will be in goud shape 
next time you use it. 

R. A. Christopher, advertising depart- 

ment, Clark Controller Co., Cleveland. 
104. Plan campaigns, not mailings 
... You'll do a more intelligent job 
and save considerable expense if you 
plan your letters, stuffers, self-mail- 
ers and follow-up forms all at one 
time. Gang-run the material to take 
full advantage of the printer’s press 
equipment. Running the full plate in 
two or more colors will give you in- 
dividual pieces in the separate colors 
and combinations at less cost than 
running each piece separately. Copy 
can be repeated in the layout so you 
get more copies of some pieces than 
of others. 


Robert Garrott, adv. mgr., RCS Stu- 
dios, Chicago. 


105. You’re not through when you 
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get the prospect’s reply .. . Be sure 
your answer or your offering goes 
forward to the proper folks pronto. 
Nothing is more aggravating than 
what seems like an endless wait for 
something which was sold ona 
“quick reply soon” basis. 

Edward Jaffe, Chicago. 
106. Create a warm feeling with 
customers who have ordered before 
.. and one way to do this is to have 
a control or file system which enables 
you to pick out the names and ad- 
dresses of customers who have or- 
dered on two or three occasions over 
a period of time. A letter to these 
customers might say, “We at the 
Smith Company feel that we know 
you personally. It is always a plea- 
sure to serve you, and as one of our 
regular customers we want you to be 
one of the first to know about our 
new automatic gizmo. Many of the 
interesting features are illustrated in 
the enclosed folder.” A personal sig- 
nature by an officer of the company 
adds to the friendly, person-to-per- 
son atmosphere. 

John D. Wilson, director of merchan- 

dising development, Planned Sales 

Ltd., Toronto. 
107. Identify the enclosure as well 
as the envelope .. . If a letter is ad- 
dressed to a title, use the same title 
on the enclosure. An effective way 
to do this is to have a slip printed at 
the left upper corner of the enclo- 
sure and have the facsimile slip carry 
the image of a paper clip on it. For 
example, the envelope may be ad- 
dressed “To the Chief Chemist.” The 
printed slip on the enclosure then 
also will carry the words, “To the 
Chief Chemist.” 

Herman A. Holz, marketing counsel, 

New York. 
108. Answer all replies promptly .. . 
and say, “Thank you.” 

J. F. Anderson, promotion mgr., South- 

land Industries Inc., San Antonio, Tex. 
109. Personalized appeal . . . One 
direct mailer used to scribble in ink 
or crayon across the letter, “This 
looks good. Let’s give it a try!” He 
claims in many cases the ultimate re- 
cipient would send in, thinking he 
was acting on orders from higher up. 

Nat. G. Bodian, adv. mgr., Weather 

Check of N. J. Inc., Garwood, N. J. 
110. Use all your addresses .. . If 
you have several sales offices and 
plant locations, include these com- 
plete addresses on your direct mail 
piece. The “local” flavor will attract 
many recipients who might not 


otherwise be interested. 
R. M. Heaton, auv. mgr., Cedar Rap- 


ids Block Co., Cedar Rapids, la. 
111. Try using a hand-addressed, 
hand-stamped envelope with no re- 
turn address ... It’s sure to be opened 


and the contents noted. 


Ronald Sievers, adv. mgr., Spiegel 
J&R Auto Stores, Chicago. 
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112. Order form on circular .. . If 
you include an order form plus a cir- 
cular in your mailing, be sure the 
circular also includes an order form 
with prices. If the recipient loses the 
order card, he still will have product 
costs and other information. 


John C. Mackey, adv. mgr., Bureau of 
~s Affairs inc., Washington, 


113. Know your basic idea ... When 
you know exactly what type of re- 
sult is sought, you can prepare a far 
more effective and successful mailing 
piece. 

Andrew M. Hilliard, adv. mgr., Parent 

Metal Products, Philadelphia. 
114. Always be a salesman... While 
featuring one or two items, don’t for- 
get to mention the complete line. 
You'll pick up additional orders. 

Robert Garrott, adv. mgr., RCS Stu- 

dios, Chicago. 
115. Spotlight your fast service... 
Answer all inquiries within 24 hours 
if at all possible, and draw attention 
to your speedy handling by means of 
a fluorescent label tipped on your 
letters and reading, ‘‘Faster ’n 
Greased Lightnin’. Your inquiry re- 
ceived today is hereby answered 
today. We believe you will appreciate 
this super service.” 

William N. Mackey, adv. mgr., New- 

man Bros. Inc., Cincinnati. 
116. For return cards... make them 
short, make them snappy, and make 
them so the consumer does not have 
to read too many instructions and 
will know at a glance what he is to 
do. 

Forest J. Nelson, adv. mgr., MacWhyte 

Co., Kenosha, Wis. 
117. Give your prospect a choice... 
Tell him about your air conditioning 
that cools his entire home—but also 
mention your room air conditioner. 
You'll broaden your sales target and 
increase results. 

Dick Geier, assistant to adv. mgr., 

Servel Inc., Evansville, Ind. 
118. Change the pace in a series... 
For example, after three letters use 
an outsize card. 


Arthur E. Brennan, adv. mgr., Clipper 
Mfg. Co., Kansas City. 


119. Make enclosures fit . . . If an 
enclosure like a coupon or initialed 
letter of acceptance is to be returned, 
be sure it fits the enclosed return en- 
velope without re-folding. If a check 
is to be returned, be sure the return 
envelope will accommodate a stand- 
ard bank check without folding. 
Burke Gilliam, account exec., DeJern- 
ett Adv. Agency, Dallas. 
120. Turn your errors to advantage 
...In case you make an error, use it 
to advantage in a follow-up mailing. 
By admitting a human weakness, you 
often create a friendly interest that 
calls attention to your sales story. 
Dorothy Naumann, adv. and publicity 
dept., Equitable Gas Co., Pittsburgh. 
121. Personal Letters . . . Watch all 
appropriate trade magazines, etc., for 
men promoted, new jobs, new titles, 
job change:, etc., and then write the 
men concerned a personal letter of 
congratulations, wishing them suc- 
cess. Follow-up letters can be sent 
after the initial congratulatory letter. 


John A. Lane, adv. mgr., Producers 
Monthly, Bradford, Pa. 


122. Make it hard to discard .. . 
Enclose your copy with a package of 
book matches, all mailed in a foil 
lined carton. The match books add 
value to the mailing piece and are a 
medium for additional advertising. 
Richard H. Mullikin, Baltimore. 


123. Easy Withdrawal... When an 
envelope is to carry several enclo- 
sures, have them so folded and in- 
serted that withdrawal of all pieces 
is accomplished by a single pull. 
L. J. Hersby, Jimm Daugherty Inc., St. 
Louis. 
124. Make repeat orders easy ... 
When you send the order out, include 


order blanks. 
Robert Garrott, adv. mgr., RCS Stu- 
dios, Chicago. 
125. Make a dummy .. . By know- 
ing what you want before you start, 
you will save much time and money. 
Bill Riemer, director of sales, Prompt 


Multigraphing and Mailing Corp., 
New York. 


126. Give your customers special 


CCCECCCCUSEOEOCESORERESOOR OCR ORECREORS ECR ROCRORERERESECRRRRCERCRCRREDOCORSSCCEORRORECRORERECERCREERECRORRRECURDRREERRERERCRSCHCHRESREROCEORORSEERE CRRA EERO Ree EEE: 


THE Dir) AY we 


De IMMEDIATELY he 
IMPOSSIBLE TAKES a 
UTTLE LONGER ! 
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3 COLOR IMPACT 
1 COLOR COST 


... With WOODBINE DUPLEX ENAMEL 


Added to the traditional “Triple Hit’ economy appeal of this 
paper’s three color effectiveness at one color cost, is a pow- 
erful new advertising value: Woodbine Duplex Enamel is now 
available in the latest released pre-tested colors as styled 
by American Color Trends, Inc., of New York. Here’s your 
unmatched “something new” that lifts mailing and promotion 
pieces out of the-same-old-color rut . . . delivers today’s 


message in today’s colors. 


Always successful with printers as a happy handling paper 
with fine halftone reproduction, die-cutting and folding qual- 
ities, Woodbine Duplex has now added color exclusiveness 


to printing excellence. It’s a good deal. 


Stocked by leading paper distributors—everywhere 


THE APPLETON COATED PAPER COMPANY 


APPLETON, WISCONSIN 
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BY HOLLYWOOD 


Showmanship, Prestige, IMPACT! 
They’re on the job for you when 
you put up eye-catching, high- 
lustre, dust-repellent, wrinkle- 
TIE ae lies 


JUMP the gun on competition. See 


how, find how, know how from our 


FREE Idea Book! Get it now! 


HOLLYWOOD 
BANNERS 


116 East 32nd Street, New York 16, N.Y 
Telephone: ORegon 9-4790 


SEND YOUR CATALOG 


AND 1°° CLASS LETTER 
TOGETHER IN 


wees 


(Os 
me re COMPARTMENT ENVELOPE 


@ Envelope compartment is integral 
construction ... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


Ts 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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treatment ... Before you offer a spe- 
cial or new product to the general 
public, offer it first to your customers 
through “Customer Courtesy Days,” 
enclosing a copy of the announce- 
ment that will be made to the public 
later. This tells your customers 
you're giving them first chance and 
after all, your customers are your 
biggest potential for plus business. 
Celeste Mims, Grizzard Advertising, 
Atlanta. 
127. Dress up your salesmen ... The 
printed piece is your only represent- 
ative. Make sure your printer has the 
equipment and personnel to produce 
quality work that will add, not de- 
tract, from your offer. 
Richard E. Lewis, account exec., 
Bozell & Jacobs Inc., Omaha. 
128. Mail regularly .. . If your prod- 
uct is not seasonal, mail on a sched- 
ule at regular intervals. Stay in the 
mail, it’s your only check on selling 
climate for your product or service. 
Ralph N. Ives, Falls Church, Va. 


129. Make your envelopes sell .. . 
You don’t sell diamonds in a paper 
bag, so don’t spend good money on a 
jewel of a direct mail campaign just 
to cram it in a plain envelope. 


Jeanclaire Grissette, Adeas, Dallas. 


130. Don’t be stingy with order 
blanks . . . Enclose two with every 
mail order offer. Insert another order 
blank and business reply envelope in 
every shipment. Lots will come back 
with “volunteer” orders from people 
not on your list. 

John Evans, production mgr., Argus 

Publishing Co., Chicago. 
131. Expiration date ... When some- 
thing is offered “Free,” give expira- 
tion date of offer. This gives impetus 
to action and precludes possible fu- 
ture difficulties with stragglers. 

L. J. Hersby, Jimm Daugherty Inc., 

St. Louis. 
132. Make a no-risk trial offer... 
for 14 days or some other period. Let 
the customer try the merchandise 
without being billed and you pay the 
postage both ways. If your product 
rings the bell, you bill him. The fact 
you're willing to stick your neck out 
will impress the buyer and turn 
many an inquiry into a sale. 

John B. Maloney, Sunbeam Corp., 

Chicago. 
133. Make coupons easy to use... 
In printing two offers back-to-back 
on one direct mail piece, don’t print 
the coupons directly back-to-back. 
Arrange them so that cutting out 
one will not interfere with the other. 
Some customers may care to use 
both. Also, allow enough space on 
the coupon for the customer’s name 
and address and use stock that will 
take both ink and pencil fill-ins. 


Carrie Huffman, University of Pitts- 
burgh, Pittsburgh. 


134. Short-fold everything ... Make 
it easy to open. Neat, edge-to-edge 
folds are pretty, but exasperating. 
A. H. Stevens, Jr., Claude Schaffner 
Advertising Agency, New Haven, 
Conn. 
135. A separate order blank 
brings in replies more surely than a 
built-in coupon, which is often 
thrown out with the mailing. Order 
blanks and postage-paid return-en- 
velopes are held even for several 
years and then used by some thrifty- 
minded folks. 
F. M. Mason, Lektrolite Corp., New 
York. 
136. Don’t forget the quantity buy- 
ers ... You may never know why 
anyone would want to buy more than 
one of a particular item, but it costs 
you practically nothing to mention 
a discount, however slight, on larger 
purchases. 


Robert Garrott, adv. mgr., 


RCS Stu- 
dios, Chicago. 


137. Determine what you want your 
campaign to do .. . to pull inquiries, 
produce orders, or promote good 
will. 

George J. Holub, Parma, O. 
138. Repeat the offer in the coupon 

. Many people glance at the coupon 

first to see how much this one is 
going to cost. 

Ernest J. Tricomi, adv. mgr., Edmund 

Scientific Corp., Barrington, N. J 
139. Get a “chain reaction”... If 
the recipient isn’t interested, ask him 
to pass your piece to others who are. 
If he’s a satisfied buyer, make it easy 
for him to pass on the information 
to others or to send you the name 
of people he would like you to 
solicit. 

Robert Garrott, adv. mgr., 


RCS Stu- 
dios, Chicago. 


140. When applying postage with an 
automatic postage machine ... an 
additional advertising slogan or 
header may be printed on the face 
of the envelope in the same opera- 
tion, and all for the small initial cost 
of the slogan plate. 

H. Ralph Mueth, Southwestern Bell 

Telephone Co., St. Louis. 
141. Look at your advertising piece 
through the eyes of your reader... 
Try to imagine what offer or copy 
you would go for if you were he. 


Leonard Pritikin, Los Angeles. 


142. Make your printing work ... 
Don’t count on colors to up your 
returns. Effective use of tints in 
black-and-white will often do an 
equal or better job than multi-colors. 
Robert Garrott, adv. mgr., RCS Stu- 

dios, Chicago. 
143. In testing, order only those ma- 
terials to cover your test materials 
. It’s better to pay a couple of dol- 
lars a thousand more for order forms 
(if that’s what you happen to be 
testing) than to dump several thou- 











sand of them should your test prove 
the new order form is not as effec- 
tive as the old one. 

Ralph N. Ives, Falls Church, Va. 


144. Suggest that the prospect requi- 
sition your product ... You'll get 
wonderful results from those who 
don’t order direct. 
Dave Ramberg, publications consult- 
ant, American Yearbook Co., Owaton- 
na, Minn. 
145. Company name and address ... 
Be sure it appears on every piece 
included in each mailing. 


Clara Harrison, Huntington, W. Va. 


146. Make an alternative offer and 
quote a specific quantity price .. . If 
the price on one widget is $2, offer 
3 for $5. It may be profitable to move 
two more widgets at a total selling 
cost of $1. 


John Evans, production mgr., Argus 
Publishing Co., Chicago. 


147. Make them read it twice... 
Try folding your mailing piece so 
that one message is read twice, once 
as a part of the outside and then 
again when unfolded. This makes a 
good lead-in to the rest of your 
story. 


Nell Gary, Nell Gary Adv. Service, 
Kansas City, Mo. 


148. Kill two birds with one stone 
. Reprints of advertisements or 
good 


inexpensive literature make 





enclosures at very little cost and give 
the receiver something to remember 


you by. 
J. B. Walters, Walker & Downing, 
Pittsburgh. 

149. Inquiries and prospects . . . To 


get inquiries and good sales leads 
for your fieldmen, offer something 
worthwhile, an informative booklet 
or samples of your product. 


William A. Schoneberger, Cincinnati. 


150. Dress up your return card... 
Don’t play all your trumps on a 
flashy, expensive circular and then 
try to economize by using a fiat, 
cheap-appearing return card. After 
your literature has aroused the cus- 
tomer’s interest, your order card 
must clinch the sale. 

John B. Maloney, Sunbeam Corp., Chi- 

cago. 
151. Stencil saver .. . When street 
or box number is not given at the 
time the stencil is being cut, it’s a 
good idea to double space. If the ad- 
dress is given later on, it can always 
be inserted without loss of the 
stencil. 

Anne Massaro, Denver, Colo. 
152. Enclose a duplicate order form 

. and increase your results. 
George J. Holub, Parma, O. 


153. The Withdrawing Retrieve ... 
If the prospective customer hasn't 





: EMBOSS-A-TONE 





Name 


Firm Name & Address 


CUPPLES-HESSE CORP. 


Yes ix send me EMBOSS-A-TONE envelope samples. 
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Cupples-Hesse EMBOSS-A-TONE envelopes are sure-fire 
attention getters for direct mail. 
not just solid color, but a beautiful combination of 
color and texture unlike anything you've seen. 


Want samples? Mail the coupon today, to the Cupples- 
Hesse plant nearest to you. 





Not just embossed, 


3633 MICHIGAN AVE., DETROIT 16, MICH. 
1483 KEOSAQUA WAY, DES MOINES 14, IOWA 
4175 N. KINGSHIGHWAY, ST. LOUIS 15, MO. 





accepted, withdraw the offer. Some- 
times people become anxious to ac- 
quire an item which is hard to get, 
not available or rationed. Don’t build 
up the customer to a withdrawal, 
though. Offer the item, in due time 
withdraw it, and at a later date offer 
it again with a new and different ap- 
proach. 

Walter N. Foster, ass’t. sales promo- 

tion mgr., Lodge & Shipley, Cincinnati. 
154. Budget won’t permit a person- 
alized salutation on the letter? ... 
Substitute a headline laid out in two 
or three short lines to resemble the 
salutation. This helps to keep the 
letter from looking like a circular 
and gives you the opportunity to 
punch out your offer telegraphic 
style. 

Ernest J. Tricomi, adv. mgr., Edmund 

Scientific Corp., Barrington, N. J 
155. Colored inks ... By the use of 
colored inks in variety you can add 
a great deal of interest to your mail. 

John R. Rydell, St. Louis Park, Minn. 


156. Gather your own leaves ... If 
a message runs to two or more 
sheets, gather them flat, then fold, 
then insert. Don’t expect the recip- 
ient to unfold several separate sheets, 
put them in order, read them, and 
still like you! 

A. H. Stevens, Jr., Claude Schaffner 


Advertising Agency, New Haven, 
Conn. 





May 





1955 °* ar « 49 




















GLEAN WITH 


GLIMMICKS 


GLIMMERING GIMMICKS 
OF DIE-CUT, PRINTED, 
PRESSURE SENSITIVE BACKED 


MIRRO-BRITE 
METALIZED PLASTIC 


HIGHEST ATTENTION VALUE 


IDEAL FOR TIP-ONS 
IN SPACE OR DIRECT 
MAIL ADVERTISING 


PERFECT FOR 
NAME PLATES, LOGOS 
EMBLEMS, TRADEMARKS 


WRITE FOR SAMPLES 


and prices NOW! 


allen hollander company, inc. 
385 Gerard Ave., New York 51, N. Y. 


OANA IST Ua 


Kenneth W. James, Pres 
148 LAFAYETTE ST., NEW YORK 13,N.Y 
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MewER, jx. RAVELING RACK 


Ten Hook-On Trays speed up 
printing, mimeographing, sort- 
ing, inserting . . . keep things 
moving in the mail room. 
Write for folder. 


Markol Metal Products, Inc. 


Rochester 14, New York 
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157. Use backers for large flat mail 
pieces ... and have your company 
name and slogan printed on them. 
Backers are seldom thrown away 
but are used over and over again. It’s 
worth buying white backer board 
for use in large mailings. It’s perfect 
for a blow-up of your trademark 
in color. 
Bee Mitchell, public relations dir., 
Transogram Co. Inc., New York. 
158. Even though you’re mailing to 
thousands . . . remember you're only 
writing to one person. Keep your 
letter personal and write it from a 
you-point. No one ever interrupts 
while you're talking about him. 
Kenneth T. Hurst, McGraw-Hill Book 
Co., New York. 
159. Get your envelope opened ... 
Print on it a promise or at least a 
suggestion of a benefit inside for the 
reader or his family or his company. 
C. J. Wedding, copy chief, Frederic 
W. Ziv Co., Cincinnati. 
160. Answer inquiries promptly ... 
The inquirer feels important when 
you give him speedy service. 
E. D. Rogers, adv. mgr., Robertshaw- 
Fulton Controls Co., Knoxville, Tenn. 
161. If you’re mailing a broadside 
. check your folds from a minia- 
ture dummy so that each fold opens 
naturally, not requiring the reader to 
stand on his head before reaching 
the final spread. 
Nell Gary, Nell Gary Advertising 
Service, Kansas City, Mo. 
162. Don’t be afraid to ask questions 
of people with experience .. . Few, 
if any, charge for answering and 
they may save you money. 


Bill Riemer, director of sales, Prompt 
ne & Mailing Corp., New 
York. 


163. Sell the copywriter first ...To 
produce effective copy, the copy- 
writer himself should be sold on the 
product before he starts writing. If 
he is not, his copy will show it. 
Monroe A. Bloom, adv. mgr., The 
Anglo California National Bank, San 
Francisco. 
164. Special reminder of deadline 
... Send a repeat offer ten days be- 
fore deadline date of contest or free 
coupon. Illustrate enclosed letter or 
card with a string around a finger, 
mentioning “Forgotten Something?” 
in script type. Include return address 
order form and stamped envelope. 


Joseph S. Aromando, adv. mgr., Rubin 
Bros. Drug Sales Co., Newark. 


165. Put first things first . . . The 
mailing envelope is the first thing 
your prospect sees and it can create 
a powerful first impression. When 
you start to design your mailing, 
make sure that your envelope will 
be an integral part of it by design- 
ing it at the same time. Any reliable 
envelope manufacturer will gladly 
help you. 


Art Vasterling, adv. mgr., Cupples- 
Hesse Corp., St. Louis. 


166. Don’t kill good art work ... 
Good ideas never die, they just rest. 
Art for a newspaper ad can be re- 
printed for stuffers, worked into a 
form letter, or enlarged for a self- 
mailer or poster. 

Robert Garrott, adv. mgr., RCS Stu- 

dios, Chicago. 
167. Be a repeater .. . It’s amazing 
how many times you'll get more in- 
quiries from the second time around 
on the same mailing piece. If you in- 
sist on the new look, use the same 
plates, but change ink colors. 

Bill Wilson, account exec., Cole & 

Weber, Portland, Ore. 
168. Don’t snow your prospects un- 
der with enclosures ...A maze of 
stuffers promoting all your products 
or services merely confuses him. 
Decide first what you are trying to 
sell. Then aim all your guns in that 
direction. 

R. A. Christopher, adv. dept., Clark 

Controller Co., Cleveland. 
169. Give your printer a break... 
if you’ve got a short run and the job 
isn’t too fussy. Maybe he’s got some 
surplus stock that would fit the job. 


W. Irving Seamans, adv. mgr., Bristol 
Mfg. Corp., Bristol, R. |. 


170. Acknowledgement and _ thank 
you ...A short, informal letter, even 
a postcard, should be mailed to the 
customer the day the order is re- 
ceived. In most cases this will arrive 
in advance of the goods purchased 
and satisfies the customer that the 
order has been received and the 
merchandise is on the way. 

John D. Wilson, director of merchan- 

dising development, Planned Sales 

Ltd., Toronto. 
171. Make your write-in offer some- 
thing special .. . by using a stamp or 
coupon with a serial number on it. 


James Hosterman, market research & 
statistical dept., Miles Laboratories 
Inc., Elkhart, Ind. 


172. Window envelopes Why 
waste the space inside of an en- 
velope that shows through the win- 
dow? Print your slogan in that 
space. When a letter is removed 
your slogan is still there and taken 
note of. 


Bee Mitchell, public relations director, 
Transogram Co. Inc., New York. 


173. Tap your direct mail prospects 
for ways to improve your direct mail 
to them... Sift replies for common 
complaints and irritations. Ask your 
customer directly what he likes or 
dislikes about his mailbox literature. 
A questionnaire, with a gift for a re- 
ply, is one way of getting your an- 
swers. 
R. A. Bottamini, Barre, Vt. 


174. Don’t spill all the beans . 

When answering inquiries, leave a 
little something for your representa- 
tive to do or say if you expect him 
to contact the prospect. Don’t rob 
him of any opportunity to get his 





foot in the door or past the recep- 
tionist. 

E. D. Rogers, adv. mgr., Robertshaw- 

Fulton Controls Co., Knoxville, Tenn. 
175. When mailing to executives... 
make a pitch to the executive’s sec- 
retary. You might enclose a small 
gift to her personally for her cooper- 
ation in seeing that the mailing 
and /or offer comes to the boss’s im- 
mediate attention. 

Karen Lindgren, Geyer Advertising 

Inc., New York. 
176. Sometimes you can omit the 
address .. . When initiating a teaser 
campaign through direct mailing, it 
is often wise to omit the return ad- 
dress from the mailing piece or en- 
velope to stimulate further the open- 
ing of the mailing piece. 

Richard H. Stinnette, Virginia-Carolina 

Chemical Corp., New York. 
177. Include a test or challenge... 
Letters and inquiry cards are more 
effective when they offer the reader 
something to do. Use check lists 
with boxes for the reader to mark, 
dotted lines for cutting, lines for 
unusual folding, or tabs to be torn 
from inquiry cards before mailing 
back. 


Robert Garrott, adv. mgr., RCS Stu- 

dios, Chicago. 
178. A personal touch can be added 

. to a stereotyped acknowledge- 

ment by including a small single- 
sheet, typewritten note from the 
president of the company, saying in 
effect, “It’s a real pleasure for us to 
send you the framis you ordered. 
We know it will give you many years 
of enjoyment and satisfaction.” 

John D. Wilson, director of merchan- 

dising development, Planned Sales 

Ltd., Toronto. 
179. Don't promise delivery dates on 
new samples ... Wait until the prod- 
uct is in factory production. 

W. Irving Seamans, adv. mgr., Bristol 

Mfg. Corp., Bristol, R. I. 
180. Plan your mailing pieces for 
standard size papers... By so doing, 
you eliminate waste cuts, make it 
easier and less expensive for your 
job to be run. 


Bill Riemer, director of sales, Prompt 
Multigraphing & Mailing Corp., New 
York. 


181. Self-Mailers to Business Lists 
Use the postage stamp (pre- 

cancelled) at the edges instead of a 
staple. Staples cause broken finger- 
nails and tempers and frequently in 
pulling out the staple, the recipient 
also brings with it a piece of the 
mailer. 

Nat G. Bodian, adv. mgr., Weather 

Check of N. J. Inc., Garwood, N. J. 
182. Use the envelope ... An illus- 
tration or piece of copy on the en- 
velope acts as a teaser for the ma- 
terial inside. 

George J. Holub, Parma, O. 








“We're wasting plenty of 
money with old—fashioned 
hand collating methods.” 


“The way | figure it. 


its costing us 
5 times more 


than it should!” 


“Take my advice... 
ot all the facts about a 
Thomas Collator today!” 


We're all aware of the time and simple-to-operate Thomas Collator. 
energy consumed by the task of hand- _— And it doesn’t matter whether your 
gathering sales bulletins, price lists office spends 2 or 200 hours a week 
and other duplicated papers into sets. collating — a Thomas Collator will 
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Introducing ADVERCARDS 


Giant-size! Colorful! 
AS EXCITING AS A DAY AT THE CIRCUS 


A new selection of jumbo mailing cards for advertisers who want inexpensive 
mailings and the advantages of color printing and professional art. 


Eighteen eye-catching border designs, pre-printed in brilliant color on 5 x 7, 
heavy, white card stock. 


Direct mail users can imprint sales messages and announcements in oversize 
copy space, using any office duplicator. 


AdverCards are designed, printed and sold by American Mail Advertising, 1954 
winner of five national awards for creative mail advertising. 


Write for Free Sample Kit and Price List 


American Mail Advertising 


INCORPORATED 
610 NEWBURY STREET, BOSTON 15, MASS. 
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183. “Dragnet” each mailing . . . by 
putting your local man Friday on his 
trail, by phone, that is, and sell the 
interview. It’s the surest way to 
cash in on direct mail and thin out 
the “dead” wood. 

Clifford E. Briggs, adv. dept., 

Chalmers Mfg. Co., Milwaukee. 
184. Hire the handicapped... Mail- 
ing operations receive efficient, pro- 
fessional handling in workshops for 
handicapped persons, and by earn- 
ing income while learning new skills, 
employes are enabled to become self- 
supporting. 


Allis- 


Carolyn West, adv. dept., Crouse- 
Hinds Co., Syracuse, N. Y. 
185. Quality is what quality does 
... Don’t try to pawn off “junk” as 
a quality item. Sell it for what it is. 
Write about the attractive features, 
but be honest. If you have a quality 
item, then say so. 
Walter N. Foster, ass‘t. sales promo- 
tion mgr., Lodge & Shipley Co., Cin- 
cinnati. 
186. Colored indicia ...may increase 
attention value on mailing pieces. 
Tests have shown purple to be first, 
blue second, red third, brown fourth, 
green fifth and black sixth. Try two 
colors, but check with the Post Office 
for any change in design of indicia. 
Walter C. Fannon, adv. prod., Gillette 
Safety Razor Co., Boston. 
187. Use color in the letter... Im- 
portant paragraphs, usually the first 
and last, will snap out if printed in 
a second color, different from the 
usual black of the regular body. 


William A. Schoneberger, Cincinnati. 


188. Use underscores in your sales 
letter .. . to make it more interest- 


Gladys the beautiful receptionist 
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“They say it has something to do with the growing sea- 
son. We're getting eleven new telephone numbers on 
April 25th.” 


200 E. ILLINOIS ST., CHICAGO 11 


ing. Skilfully used, underscores will 
add sales impact. 
Ralph N. Ives, Falls Church, Va. 


189. “One at a Time Law”... Re- 
member in direct mail to talk to one 
person—the reader. Use the singular, 
not the plural. 
Monroe A. Bloom, adv. mgr., The 
Anglo California National Bank, San 
Francisco. 
190. Date price lists prominently ... 
and indicate the duration of the list’s 
validity. If price protection is not 
possible, say so with a “subject to 
change without notice.” 


L. J. Hersby, Jimm Daugherty Inc., St. 
Louis. 


191. First class ... The dollar dif- 
ference between first class and third 
on a small mailing isn’t much, but 
the reception it gets can make a big 
difference in returns. 


William A. Schoneberger, Cincinnati. 


192. Don’t pass up multilithed pieces 
on small budget jobs Special 
folds, colored stock and an appeal- 
ing message get you high readership. 


Dave Ramberg, publications consult- 


ant, American Yearbook Co., Owa- 
tonna, Minn. 
193. Change of address . . . should 


constantly be drummed into the head 
of the direct mail recipient, accent- 
ing it again and again with each 
mailing. Three years later, some re- 
peat customers still use an old ad- 
dress, and not many post offices will 
forward mail for that length of time. 


F. M. Nason, Lektrolite Corp., New 
York. 
194. P.S....AP.S. at the end ofa 


letter is sometimes very effective, as 
































To give you better service, 
we have changed and in- 
creased our telephone num- 
bers. To reach us on and 
after April 25th, dial any 
number from 


DElaware 7-5200 


through 
DElaware 7-5210 
Please change your rec- 


ords. 
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is a deliberately misspelled word cor- 
rected in the body. 
George J. Holub, Parma, O. 


195. Greeting card size ... Use a 
greeting card size envelope with 3rd 
class postage. People love to get 
greeting cards and the shape of the 
envelopes set off the mailing piece as 
something “special.” 

Nat. G. Bodian, adv. mgr., Weather 

Check of N. J. Inc., Garwood, N. J. 
196. Sell only if you can collect ... 
Don’t hesitate to let prospects know 
they can send a check with the order. 
Buyers like to know the full price. 
Don’t be coy about it, for it’s just as 
profitable to eliminate “hagglers” as 
to get big orders. 


Robert Garrott, adv. 
dios, Chicago. 


mgr., RCS Stu- 
197. Test only one variable at a time 
... Your testing won't tell a thing if 
you’re comparing first with third- 
class mailing, on two different lists, 
with two different offers, half hand- 
addressed and half typed. 


Ted Benjamin, Benjamin Agency, New 
York. 
198. Fill mail orders promptly .. . 
Half the fun of ordering by mail is 
anticipation. The success of subse- 
quent offers depends largely on how 
quickly delivery was made on the 
first one. 
R. L. Steenrod, div. vice-president, 
Bayer Co. Div. of Sterling Drug Co., 
New York. 
199. Something they need . . . Give 
them something they need for free 
and keep the free offer always the 
same. The no obligation factor in- 
creases your direct mail pulling 
power. 
M. H. Schwartz, director of adv. & 
sales promotion, Central Paint & Var- 
nish Works Inc., Brooklyn. 
200. Keep pitching . . . Use stuffers 
in all mail, use catalog-folder letter- 
heads for regular correspondence. 


Robert Garrott, RCS Stu- 
dios, Chicago. 


adv. mgr., 
201. Check mailing lists against each 
other . . . to reduce duplication of 
mailings to a firm or individual. The 
women at home who usually receive 
the mail think in terms of waste, and 
some fail to understand how adver- 
tising lowers cost of goods to them. 


Clara Harrison, Huntington, W. Va. 


202. Now you’re talking . . . Write 
as if you were speaking to the reader, 
not as if you were writing to him. 


Monroe A. Bloom, adv. mgr., The 
Anglo California National Bank, San 
Francisco. 


WATCH 


for another chance 


to win a clock-radio 
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How to Get Better 
Advertising Dhoteos 


AR presents the second in a two- 
part series of down-to-earth ar- 


ticles by an agency photography 
director on how to get better 
advertising photos. 


By Errol Prince 
Director of Photography 
The Cramer-Krasselt Co. 


Milwaukee 


In last month’s article, the accent 
was primarily slanted toward the 
making of advertising and catalog 
photos. The same information will be 
found useful in shooting sequence 
pictures and case history or per- 
formance data pictures. 

Sequence pictures —the popular 
how-to-do-it illustrations which are 
so widely used—can be a real head- 
ache. A series of good progressive 
story telling shots can rarely be pho- 
tographed at one time, which often 
means several rush calls to the pho- 
tographer before the job is com- 
pleted. To get the most out of a 
sequence set, carefully plan your 
shooting script in advance. In the 
photographic stage, be guided by 
these suggestions: 


1. Most pictures in a sequence set 
should be close-ups but it’s a good 
idea to start off with one long shot 
to provide the reader with a general 
view of the set-up. 


2. You should try for one highly 
dramatic shot among the series 
which can ultimately be used as a 
main illustration. Such a shot might 
be made by cropping a scene to in- 
clude a face and hands doing some 
important job relative to the story. 


3. Add interest to the pictures by 
shooting from high or low angles 
whenever possible. 


4. To simplify layout work in the 
final stage, compose some pictures 
horizontal, some square and some 
vertical. 


> The practice of using three shots to 
cover a performance data story (or 
case history) is hard to beat. Per- 
formance data stories are often 
planned with one illustration, but a 
performance data story comprising 
three shots allows the layout man 
more possibilities in planning the ad 
than could be done with a single shot 
and, of course, three pictures tell the 
story more thoroughly. The three 
shots should include: 


1. An action shot. 


2. Close-up of tooling. 


3. Close-up of rough and finished 
parts. 

The action shot showing the oper- 
ator bending over his work with the 
chips flying and the coolant gushing 
is photographed as dramatically as 
possible since this will be the eye- 
catcher. The tooling close-up is made 
from an angle which will show most 
completely the tooling set-up. The 
area shown in the tooling close-up 
should be meticulously clean. The 
machine should be stopped to elim- 
inate any possible vibration. An 
interesting touch is achieved if you 
can stop the tool on the work-piece 
with a small chip or spiral curling 
away. The rough and finished parts 
should naturally be arranged with 
the rough on the left and the finished 
on the right. Position parts carefully 
to show just as much as possible 
what the machine has done. If the 
part is machined on both sides, then 
include a second part to show all 
phases of the machining in one 
shot. Nothing is large or small ex- 
cept by comparison. If size is im- 
portant, include some familiar ob- 
ject by which the reader can easily 
determine size. 


> Performance data pictures present 
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Shadowless Lighting 


a specific problem in that they gen- 
erally necessitate field trips — and 
field trips cost money. Planning will 
never pay more dividends than in 
the case of road trips. The _ ideal 
length of time for a field trip is about 
10 to 14 days. To make shorter trips 
raises the cost-per-story out of pro- 
portion and longer trips are gen- 
erally impossible since few people 
can spare that much time. 

Permission and clearance for pho- 
to stories must be secured in advance 
of your arrival if your field trip is 
to be a success. After you have re- 
ceived permission to shoot the pic- 
tures, lay out your itinerary. Notify 
the various plants of a definite date 
to expect you—if the plant happens 
to be closed for any reason or if the 
machine is down, you'll be so advised 
in advance 

The best bet in arranging for pho- 
tography is to take a good camera- 
man along—you'll soon be operating 
as a team and getting the stories 
quicker and just the way you want 
them. Your photographer must be 
carefully chosen for a field trip. His 
qualifications should compare favor- 
ably with the suggestions mentioned 
earlier in this article. On a first- 
time trial, it would be wise to make 
the trip not longer than three days. 
The camera equipment must be ex- 
tremely versatile, efficient and com- 
pact; especially if you travel by 
train. 


>Flash is advisable on a field trip 
for several reasons: 


it's far more 
compact, saves you time, and elim- 
inates the need to plug in floods on 
overloaded power lines. If it is nec- 
essary to hire local photographers as 
you go along, make the necessary 
arrangements well ahead of time as 
it’s difficult to get a good photog- 
rapher without notice. 
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. The distracting shadows of the left 
picture have been eliminated in the right photo by putting parts 


a. 


Your briefcase should contain an 
adequate supply of photo releases. 
Questionnaires similar to the one 
illustrated will assure you of getting 
all the pertinent facts. Also, carry a 
supply of literature which will clear- 
ly demonstrate to company officials 
how the photos are to be used. 

Some companies object to linking 
their name with the product, others 
are happy to oblige. Be certain to 
note the conditions under which per- 
mission has been granted and abide 
by that agreement. Practically all 
companies will request a copy of the 
ad before publication for their okay. 
It will be disastrous to forget that 
request. As a good will gesture, make 
it your policy to send a photo to each 
operator who posed for a picture as 
well as a complete set of photos to 
the company for their file. You'll 
find your entry a bit easier next time 
and the cooperation of the workmen 
more friendly. 

In addition to the picture story, 

e on the alert for possible publicity 
pictures, material for a house organ, 
color slides for a sales meeting and 
perhaps editorial stories. It’s surpris- 
ing how much can result from a field 
trip when all avenues are explored. 


REPRINTS 


Reprints of this series of two impor- 
tant articles will be available from AR 
on May 1, 1955, at the following costs: 

Single copies 50¢@ 

Lots of 10 or more 40¢@ 

Lots of 50 or more 3242¢6@ 

Lots of 100 or more 25¢@ 

Send all orders to: Reprint Editor, 
Advertising Requirements, 200 East Illi- 
nois St., Chicago 11. Payment should 


accompany all orders totaling less than 
$l. 


on glass and illuminating top and bottom. Result gives greater 
depth to the small parts and retouching costs are cut down. 


>Every advertising man must oc- 
casionally hire a photographer for 
some distant assignment, and he 
probably finds it to be more of a 
headache each time. Many small 
towns have no capable industrial 
photographer and it’s easily possible 
to hire a portrait photographer who 
coyly admits he is available for in- 
dustrial work. 

It’s a tough problem but here are 
a few suggestions that have worked: 
1. Check with your field office or 
representative. 

2. Study the directory of photog- 
raphy issued by the Photographers 
Assn. of America for the name of an 
industrial photographer in that or 
nearby city. 

3. Request the name of a recom- 
mended photographer from the plant 
in which you need photographs. 

4. Perhaps the plant has a photo- 
graphic department; however, com- 
pany photographers seldom release 
negatives. 

5. Employ a picture service such as 
Sickles or McGraw-Hill. 

Once you have the cameraman, 
protect yourself by sending him a 
variation of the photographic in- 
struction sheet illustrated. Such a 
check sheet will prevent a lot of 
unforeseen difficulties and also will 
help the photographer in providing 
the type of pictures you want. A copy 
of the field engineer’s check sheet 
(illustrated) is of great assistance in 
getting technical data through the 
photographer on the job. 


>The time may be approaching 
when budgets will be trimmed and 
youll have to find ways to make 
your money work a little harder. 
Planning ahead will cut photo- 
graphic bills just as it cuts other 
bills. Photographers charge by the 





ONE OF KODAK'S 5 WAYS TO COLOR PHOTOGRAPHY 


Any eolor 
any place 


any time 


The Kodak Flexichrome Process is a 
graphic arts medicine man. For, with it, 
your photographer can change every color 
in an existing photograph, alter but a 
part, or convert black-and-white pictures 
to color prints having true photographic 
gradations. This process does not merely 
tint a black and white; rather, it replaces 
the monochrome image with the 
colors of your choice. 

Flexichrome prints now make 
possible full color reproductions of 
past events even though the only 
available records are in black and 
white. And they can be reproduced 
photomechanically by any of the 
standard printing processes in the 
same manner as any piece of reflec- 
tion copy. 


KODAK’S 5 WAYS TO COLOR FOR ADVERTISING 


1. Ektachrome Film: Superb color, brilliant or 
subtle; transparencies for photomechanical re- 
production. 2. Dye Transfer Process: You see 
your photographs on paper—as they will ap- 
pear in print—before reproduction. 3. Flexi- tions, for selling, or for teaching. 

chrome Process: Create photographs in the colors Your photographer knows how to handle 
of your choice—from black and white, or color. them all. 


4. Ektacolor Film: The starting point for display 
color transparencies of excellent quality and any 
size. 5. Kodachrome Film (35mm): Projection 
slides of exceptional sharpness. For presenta- 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
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Quantity Photos 


it 


8x10 Prints 


: 
Only 8 4 Ea. 


IN LOTS OF 100 


Commercial 
Photography 


PRODUCT 
ADVERTISING 
INTERIORS 
EXTERIORS 
teers 
PUBLICITY 
COMMERCIAL 


BUFFALO 


PHOTO COMPANY 
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Printing 
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FREE!—How to Prepare Copy 


You can avail 






yourself of better quality 
reproduction, more versatile art, and lower 
prices possible with RCS offset and Planog- 
raphy. This book has proved helpful to 
professional ad men and amateurs alike. 














With it, you or your secretary can readily 
prepare simple mailing pieces, stuffers, and 
Newsletters and House Organs, as well as 
office forms . .. to handle as much as 80% 
of your printing requirements! 


OFFSET cr PLANO samples sent on request, 
along with our Planograph Price 


Rush “‘How to Prepare Copy” to: 


Name 
Company 


Addres 


il 





im OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6. Illinois 
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Unique Photo Trademark 
beyond the obvious, this machine assem- 
bly was seen at an angle to resemble a 
man’s head. The picture was adapted as a 
trademark 


Looking 


(see cut below). 


hour and by quantity of pictures. 
So, if the scene is in your plant, save 
the cameraman’s waiting time by 
having the set cleaned and ready be- 
fore he arrives. If it’s in a customer’s 
plant, pave the way for the photog- 
rapher’s entry so he isn’t forced to 
cool his heels in the lobby at your 
expense. 

Don’t skimp on photography. Hire 
a professional industrial photog- 
rapher and stick with him. Perhaps 
you use color, stereo or slides as well 
as black and white. If so, it may be 
possible to take two or more at the 
same time and thus save on mileage 
—set-up time, cleaning preparations, 
etc. Keep in mind that most photog- 
raphers scale their price down after 
a certain number of pictures have 
been taken on one assignment; thus, 
you will save money by scheduling 
several pictures for one session of 


Dr. Oomph 


=a 
| 





anything... \ 


anywhere! 


















Proofs, prints, dum- 
mies, “swipes” in 
reference libraries, 
layouts—anything 
can be photo-copied, 
no matter where 

it is, with the 

truly portable 

|  Contoura®-Constat®. 
Even makes exact 
copies from thick, 
curved books and 
photo negatives. 


Write for tull details 


786 Coulter Street 
Old Saybrook, Connecticut 
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X16048... 


one of the thousonds of our stock pictures 
| for $15, 


with $5 off if you use our credit line 








did you say 


"§TOCK’’? 


Yes, Baby, Startling Stock Pictures From 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $1.00 for 9th Edition Catalog to 


| 319 E. 44, New York 17 . 646 N. Michigan, Chicago 11 
Tel. MU 4-5400 Tel. DE 7-1711 
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SUMMARY 


Your best pictures will be made 
when you assume active supervision 
of the photography. 

Good photos aren't just lucky snaps 
—they’re planned that way. Devote 
ample time to picture plans. Photos 
should be authentic and simple in 
arrangement. 

Don't rush through a photo assign- 
ment. Take time to check all the de- 
tails . . . and check again. 

Hire a good photographer. He's a 
good investment and gets more valu- 


able with each successive assign- 
ment. 





shooting instead of getting a single 
picture on each of several calls. 
However, in your efforts to accumu- 
late several pictures for one assign- 
ment, don’t hold off ordering pho- 
tography until the last minute. A 
race to beat the deadline usually re- 
sults in poor photography and ex- 
cessive retouching. 

When you have a group of parts 
from which you need separate pic- 
tures, it is often possible to shoot 
several parts in one shot by careful 
positioning so that they may be cut 
apart later. Consult with your pho- 
tographer about this . . . he may have 
several suggestions that will 
you money. 


save 


Some companies whose products 
are adaptable to the procedure fre- 
quently acquire many excellent pic- 
tures by announcing through pho- 
tographic magazines their interest in 
buying free-lance work depicting 
their product. On inquiry, the free- 
lancer is sent a copy of the photog- 
rapher’s check sheet. 44 


Eastman Offers Catalog 
Of Books on Photography 


Authoritative sources of informa- 
tion on all phases of amateur and 
professional photography is avail- 
able from Eastman Kodak Co. 
(Rochester, N. Y.) in its booklet, 
“Kodak Books and Guides.” 

The booklet, which is free of 
charge, includes 20 pages which de- 
scribe some 80 books and guides 
available on photography. Subjects 
covered in the listing include color, 
flash techniques, shutters, 
professional printing, slides, 16mm 
and 35mm negatives and positives, 
use and maintenance of professional 
equipment—almost every subject of 
interest to amateur and professional 
photographers. 

All of the publications listed in the 
handbook have been prepared by 
experts. 


lenses, 
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NEW! 
BOURGES KLEERKOTE 


THE CLEAR PLASTIC SHEET YOU CAN PAINT ON 


e Takes water colors, poster paints, 
even inks. 














e Will not crawl... no special ingre- 
dient for you to add. 


© Color lays flat and smooth, will not 
crack, chip or peel. 


e Holds pen lines sharp and clear, 
does not bleed. 


e Ideal for airbrush work. Even lets 
you frisket over it, won't pick up 
the color. 


KLEERKOTE © 20x25” © $1.25 ea. 


AVAILABLE NOW'S 


AT YOUR FAVORITE ART SUPPLY STORE 
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MURRAY HILL 77-2595 
EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
DUPLICATE TRANSPARENCIES 
FLEXICHROME sy MATRICES 
plus other essential services for 
reproducing and projecting color. 
10 east 46th st, new york 17, n. y. 





Call or write for FREE 
16 pg. handbook containing 





useful color information 


KURSHAN & LANG 
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Here’s a complete photographic service 


to meet your advertising requirements 









+ Color or B&W prints for reproduction or retouching 
% Color or B&W prints for publicity 

% Color or B&W industrial illustration on assignment 
# Color or B&W illustrative and advertising photography 

¢ Color or B&W Photo-Murals in any size using your 4” x5” 


or larger negatives, glossy prints, or original art. 


Tell us what 


you need 


acees to: 
WEST-D 
TU Rede tace 
PT AN) ata eae 


a eee 
AVENUE. N.W. 
MICHIGAN 


One of Witletie (ote finest 


, Ib to 
voted excluslV 
plants to (S i BC aad 


/} / Pa 
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COLOR PRINTS 


From Your Color Films 


Satisfaction or your money back 
Fast service—high quality. 

KODACHROME 
ANSCO COLOR 
EKTACHROME 











from 

















4x5 5x7 
IROL ST Thi MAJOR 50c | $1 
IM 65.00 — 500 37.50 PHOTO CO. ROBACCLOR prints, $2 cock Minimum order $1 
Ye DUPLICATE 3 ides, No COD’s, pl 
yaghaaed 1210 N. CLARK ST. FILM PROCESSING: Ansco-Ektachrome © ©” D0 
per Tey ade) CHICAGO 10, ILL. 120-620; 20-exp 35 mm; $1 per roll 


aud price list COLORFAX LABORATORIES 


Dept. R-55: Box 3521, Georgetown Sta., Washington 7, D. C. 


Michigan 2-5651 


Ce od 
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Craftint Issues 116-Page 
Catalog Showing Art Aids 


A new catalog showing its com- 
plete line of graphic arts aids has 
been issued by Craftint Mfg. Co. 
(Cleveland). The 116-page catalog 
includes: 

e Craf-Tone Shading Sheets 
available in 294 patterns. 

e Craf-Type . . . 294 fonts, faces and 
sizes of paste-up type. 

e Craft-Color ... 19 non-fading 
translucent colors on self-adhering 
clear plastic sheets. 

e Singletone Drawing Paper ...a 
chemically treated drawing paper 
with a single hidden tone for straight 
shading effects, available in 59 pat- 
terns. 

e Black & White Top Sheet Shading 
Films . . . Transparent overlay film 
for shading effect in line copy, avail- 
able in 59 styles. 

e Multicolor Process ...A series of 
boards or films with “invisible 
screens” in four different angles, 
permitting a range of 63 colors when 
used for red, yellow or blue; 128 
colors when black is added. 

e Doubletone Drawing Paper & 
Tracing Vellum .. . 17 original two 
screen patterns that the artist de- 
velops. Two separate “invisible” 
shading tones are processed into the 
paper to get third dimensional ef- 
fects. 

e Paste-up Symbols & Designs .. . 
Over 250 sets of symbols and designs 
useful for all types of artwork. 

Handy reduction tables help the 
artist and production man to analyze 
the effect obtained when the mate- 
rials shown in the booklet are en- 
larged or reduced. 


For your copy circle No. 507 on the 
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$400 Saving 





Agency Strap-Hangers Double as Models 
For Photograph of Subway Mob Scene 


By Ted Sanchagrin 
AR Eastern Editor 


Here’s how an ad agency put into 
practice the “No Waste” ad campaign 
theme used by one of its clients. The 
agency is Rockmore Co. and the 
client is Cue (both New York). 

To produce a 360-line ad that would 
run once only in The New York 
Times, Rockmore needed a subway 
rush-hour photograph to tie in with 
Cue’s theme, “The No. 1 waste-free 
medium in the nation’s No. 1 market.” 

But to get such a picture posed so 
many problems that the agency al- 
most dropped the idea. Eventually it 
got the picture by solving the prob- 
lems, although it did run up against 
other problems along the way. In all, 
the agency estimates it saved the 
client approximately $400. 


> These were the initial problems: 


e The photographer would find it 
difficult if not impossible to take pic- 
tures of an actual subway rush-hour 
crowd scene, with the crowds jostling 
the photographer or knocking over 
him and his equipment. 


e If the pictures were taken, it might 
be next to impossible to delay the 


train while the agency secured the 
necessary releases from passengers 
permitting their likenesses to appear 
in an ad. 


> The idea was almost dropped, until 
Bernard Goldberg, Rockmore art di- 
rector, and Burt Owen, freelance 
photographer, came up with the an- 
swers. The art director found six 
actual straphangers in the agency 
willing to participate as models, and 
the photographer secured a four-car 
empty train from the New York City 
Transit Authority through Stephen 
Kovac, art and production director of 
the New York Subways Advertising 
Co. 


The use of agency people as the 
models solved one problem that had 
arisen once it had been decided that 
the mob scene would be posed. A 
group of professional models would 
have called for fees that would have 
ranged from $25 to $40 an hour per 
model, a price particularly prohib- 
itive since the ad was only to appear 
in one publication, and there only 
once. 


> So, one lunch hour late in January 
the art director, the professional 
model, Jinny Kavanagh, the six 


other “models” and the photographer 
with his Rolleiflex, tripod, flashbulbs 
and a rented conductor’s uniform for 
Stanley Fein, agency artist, went to 
the nearby Grand Central-Times 
Square shuttle tracks at Lexington 
Ave. and 42nd St. 

There at their disposal was the 
empty train on a seldom used track, 
plus a trio of guards to hold back 
passersby. These guards were Mr. 
Kovac from the New York Subways 
Advertising Co., IRT trainmaster 
Walter Barnes and motorman in- 
structor Chester Skowronski. 

Outwardly, all this solved all prob- 
lems—for everyone except the pho- 
tographer, who came up against other 
ones, mainly that there was practi- 
cally no light. He said later that he 
had seen more light in most New 
York nightclubs. 


> Neither mazdas nor floods could be 
used, not only because there were no 
electrical outlets nearby but also be- 
cause passersby might trip over wires 
and other equipment and sue the 
city. 

Also, the platform and the exterior 
of the car to be used for the subway 
doorway scene were too dark and 
murky, while the interior of the car 
was too bright in relationship. 

However, he succeeded in expos- 
ing 36 negatives, some with straight 
flash and one or two-second time ex- 
posures, others with open flash one- 
half and one-second exposures—that 
is, the latter were unsynchronized 
flash with the light being exploded at 
the tail end of a time exposure. 


>From the three rolls of film, two 
negatives were selected for prints. 
One showed the door, roof and near- 
by models all correctly exposed. The 
other showed the brighter area be- 
hind the models correctly exposed, 
creating a light, airy feeling usually 
connected with such lighting. These 
two picture areas on the two prints 
were stripped in for the resulting il- 
lustration used in the final ad. 44¢ 


Getting the Photo 
Getting the right advertising photo is 
not always the most simple matter. The 
accompanying article is one in a series 
which AR is publishing telling how un- 
usual advertising photography problems 
have been solved. 


Perhaps you, too, have come up 


against a tricky advertising photogra- 
phy problem. If so, AR would like to 
know all about it. Just send us the de 
tails—including the resultant photo and 
pictures to illustrate how the job was 
accomplished if they are available. 
Send them to Dick Hodgson, Managing 
Editor, ADVERTISING REQUIREMENTS, 200 
East Illinois St., Chicago 11. 
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EBONIZED 


TRANSFER PAPER 


HERE'S “THE” TRANSFER PAPER DESIGNED TO 
SUIT EVERY ARTIST. IT TAKES AWAY THE 
USUAL FEARS OF TRANSFER TRIBULATIONS 
AND MAKES RENDERING PLEASANT. EBON- 
IZED PAPER DOES NOT SMUDGE, OR STAIN 
AND CAN BE USED REPEATEDLY. 

THE TRANSFER LINES ARE OF A SOFT GRAY 
ee ee eo eee Be 


ING A PAINTING OR DRAWING SURFACE. 


Pd Ae SHEET SIZE 
single sheet * tube (4 sheets) * 25 sheets 


Write for a free sample and brochure 


bienfang PAPER CO.,INC.' 


METUCHEN, NEW JERSEY 


a 


Nd 


| 


Write A. H. Nellen, dre, 
Box 2122, Philadelphia 3, Pa. 
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Dry Copies in Four Seconds 
With New Copying Machine 


A machine described as “the 
world’s fastest completely dry copy- 
ing machine” has been announced by 
Minnesota Mining & Mfg. Co. (St. 
Paul). Called the “Secretary” brand 
copying machine, it is only 17x17x9” 
and produces copies in one step di- 
rect from the original in an open 
office or plant—regardless of light- 
ing conditions. No special training is 
necessary for operation. 

The “Secretary” requires only four 
seconds to produce copies from 
printed, written or drawn originals— 
transparent or opaque and printed 
on one side or both—regardless of 
the color of paper on which the orig- 
inal is printed. 

To copy an original, the operator 
places a sheet of special copying pa- 
per on top of the original and inserts 
both into a slot in front of the ma- 
chine. The paper is carried auto- 
matically through the machine, 
where it passes a special light and 
returns to the operator within four 
seconds ready for immediate use. 

Further information is available. 


For your copy circle No. 508 on the 
Reader’s Service Card inside back cover 


Technygraph Co. Offers 
Catalog Showing Styluses 


Descriptions, prices and illustra- 
tions showing how to obtain certain 
effects for 30 different styluses are 
included in a catalog-manual issued 
by Technygraph Co. (Techny, IIl.). 

Different grades of ball point, from 
extra fine to coarse, and loop, wheel 
and a variety of shading styluses are 
all shown in the catalog. Prices 
range from 55¢ for an extra fine ball 
point to $2 for an extra coarse shad- 
ing wheel. Special effects, such as 
shading with screens and plates, pro- 
ducing heavy solids, drawing solid 
double lines, etc., are described and 
illustrated. 


For your copy circle No. 509 on the 
Reader’s Service Card inside back cover 
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Effective 


ROLES © Finished mai 


Sales Promotion 


. for more details circle 591, page 121 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 


from daily and weekly newspapers, from 
magazines and trade papers as specified. 


ESTABUSHED 888 


PRESS CLIPPING BUREAU 
BArclay 7-537! 


165 Church Street New York 7, N. Y. 


will provide you with a record of your 
results from promotions and releases. 
For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 


165 Church Street © New York 7, N. Y. 
. for more details circle 566, page 121 


FREE CATALOG! 


NOW AVAILABLE! 


The most complete catalog of its kind ever 
published! ARTISTS’ SUPPLIES, SILK 
SCREEN AND SIGN SUPPLIES—THOU- 
SANDS OF ITEMS LISTED! Request must 
be on your company letterhead. 

Address Dept. 5-AR 


THE OHIO ART MATERIALS CO. 


2174 E. 9th St. Cleveland 15, Ohio 
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ART STUDIO with competent staff and 
topflite freelancers will furnish your 
needs in continuous tone and line illus- 
trations, humorous and decorative spots, 
etc. for as little as $5 a month. Write on 
company letterhead for sample drawings 


Harry Volk Jr. Art Studio, Pleasantville 
37, New Jersey. 


. for more details circle 668, page 121 


“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to— 


Dept. AR-1 


MS Bd ee ee 
6408 WOODWARD AVE 
DETROIT 2, MICH 
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COLOR POST CARDS 






















3,000 cards from color transparency 
cost only 4¢ each including proof for 
color OK—to as low as $7.50M in | 
quantity. Shows products in natural 
color for direct mail, dealer promo- 
tions, ad reprints and hundreds of | 
other uses. Made by 4-color deep 
etch lithography on Kromekote, lac- 
quered for brilliant color. Two popu- 
lar sizes: 342x5% or 6x9. Samples 
and prices on request. 


TRANSCOLOR CORPORATION 
527 Lexington Ave.., 
New York 17, N. Y. 
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NEED A KNOCK-OUT 2 
WARVEY KNOWS HOW! 


i 
; 
Sj 


Write PROMOTION COMICS DIVISION for samples 


HARVEY FAMOUS NAME COMICS, INC. 
COLO TM 0 eke eee! 






























Everybody loves cartoons! 
Your own promotion comics 
can score a knock-out. - 
isk Harvey how! 
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judgement 


StuSet 


RUBBER CEMENT 










Compare the exceptional merits . . . 
*practical *efficient *economical *the 
finest available. 






StaSet always forms a flat firm 
bond, dries quickly and never wrinkles 
poper. 

Efficient as a single surface or 
double surface adhesive. Excess rubs off 
easily. Assures fast, neat paste-ups or 
mounting. 









Sold at all finer art stores. 
Insist on GENUINE StaSet. 


THE MONET COMPANY 


43 South Ave. Fanwood, N. 
. for more details circle 623, page 121 








cio1 









Chicago Artists Guild 
Issues 1955 Directory 


A snappy red and green cover 
decorates the 1955 directory of the 
Artists Guild of Chicago. Complete 
addresses are listed for illustrators, 
designers, photographers, art direc- 
tors, cartoonists, layout-lettering 
specialists and others associated with 
graphic arts. Classifications of guild 
members include: art direction, car- 
toons, design, display, fine art, illus- 
tration, layout, lettering, package 
design, photography, retouching, tv 
commercials, motion picture, slide 
films, typography, sales representa- 
tives and miscellaneous. 


The 100-page booklet is indexed 
with cross references for easy loca- 
tion of the complete address of an 
individual. Further information 
about the guild or the directory can 
be had from the organization’s head- 
quarters at 162 E. Ohio St., Chicago. 

44 


Catalog Lists Volk 
Artwork Clip Books 


More than 52 different art clip 
books, plus two “annuals,” are de- 
scribed in a catalog folder being of- 
fered by Harry Volk Jr. Art Studio 
(Pleasantville, N. J.). 


The 52 different clip books pro- 
vide spot drawings for clipping and 
pasteup in a number of different 
categories such as sports, crowds, 
men, women, cooking, Christmas, 
vacations, etc. The two annuals con- 
tain representative artwork from 
the different categories—the first an- 
nual covers 21 classifications, the 
second annual 24 classifications. The 
separate clipbooks are priced at 
$2.50; the annuals are $10 each. 


In addition, the catalog describes a 
number of heading, border, typeface, 
cartoon and panel clipboards that 
also are available from Harry Volk. 
These range in price from $3 for a 
scrapbook of 1,800 styles of lettered 
artwork to $6 for a book containing 
600 line drawings and cartoons. 


For your copy circle No 10 on the 
Reader’s Service Card inside back cover 


Issue New Price List 

Pavelle Color Inc. (New York) 
has announced a new price list for 
processing high speed Ektachrome in 
35mm and Bantam 828 sizes. The 
list price for processing 35mm film 
with 20 exposures is now $1.25 and 
for the Bantam film, 95¢. The com- 
pany uses a processing machine that 
will handle the expected increase in 
color film. 44 





(NOW! Color tapes on 
which you can draw, 
letter, etc., with... 
ink, water color, pencil 


HEhb-AhI 


Vy", %", 1", 2", 3", 4", 180 FEET 


Ideal for: 8 COLORS 


CHARTS @ MAPS 
GRAPHS 

OVERLAYS 

BORDERS 

PACKAGE DESIGN 
DISPLAYS 
PRESENTATIONS 
WHITE-OUTS 
FRISKETING, etc. 
WRITE FOR FREE SAMPLES 


fall [Herbert 












FREE 
PARKING 


10> 


ART MATERIALS 
10-65 Jackson Ave., L.I.C. 1, N.Y. 


RAvenswood 9-7306 
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Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
ArtO-Graph 
Art production costs With Many 1955 
drop, earnings go up, Refinements 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- & 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 





10 Days FREE 
TRIAL—no obli- 
gation, 





Write for 
folder! 





[fol cn) Me Mle Y a 
Space — uses over- 
head “dead” space 





Art tO O71 Brewvon 0 


NGEL, INC. 
214-B Phoenix Bidg.. Minneapolis 1, Minn. 
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THR HRVEREST 


4 
¢ o 
@ tt Ct, The highest position that can be reached by a photo- 


engraver in America is to earn the name of Photoengraver to the Nation. 


For many years we have been climbing towards this high place. Work comes to us 
from advertisers and their agencies in all parts of the United States: from cities along 
the Pacific coast, the Southwest and South, Northern States along the Canadian 


border and the Great Lakes, throughout the midwest, and from the eastern shore. 


There are many good photoengravers in America, but when advertisers and agencies 


want the finest photoengravings that can be made for national advertising it is nat- 





ural for them to send their copy to America’s finest photoengraving plant. 


This is why, as the years pass, we keep moving gradually towards our high goal: the 


recognized position of America’s first National Photoengraver. 


COLLINS, MILLEHR & HUTCHINGS, INC. 


333 WESs T LAKE STREET, CHICAGO & tet eeers 


AMERICA’S FUR EST PHOTOENGRAVING PLANT 


G 
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He held the traffic records under Production for being late as we are started the ball rolling. Jones left 
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ONLY THE NAME OF THE ACCOU 


This is the agency .. . Krupnick & 
Associates Inc., St. Louis, Missouri. 
Medium sized . . . yet big enough to 
require Traffic Control. I work here. 
My name Rosemarie Prange. 
I'm a cop... traffic cop, that is. 


It was Tuesday, November 15. I 
was on the late job watch out of 
Traffic & Production. The Chief... 
Glenn Adair. At 10 a.m. a call came 
through. The art director had found 
a thumbnail sketch on his board 
with a scribbled note asking for a 
quick layout. He wanted to know 
if we had a record of it. We didn’t. 
I asked if the note was signed. It 
was .. . the signature: Jones, ac- 
count executive. Obviously there was 
no authority to proceed. We would 
investigate. 


e 10:00 am. The Chief walked in 
and I informed him of the trouble. 
We decided to call in Jones for in- 
terrogation. 


e 10:15 am. An alert was sent out 
to the Coffee Shop. They picked up 
Jones, brought him to the office. He 
was carrying his cardboard cup of 
coffee ... black, no sugar... and he 
was in no mood to cooperate. 


>The Chief came right to the point, 
“Is this your thumbnail sketch and 
note for layout?” 

Jones said it was. 

I looked at him, “You forgot the 
job order number. Which job does it 
apply to?” 

Jones hesitated, took a swallow 
of coffee, said, “Special job.” 

I asked, “Is it scheduled?” 







His answer, “No!” Next question, 
“Why not?” 


>He hesitated, took another long 
swallow, said, “Well, if you must 
know, I forgot this one . . . the book 
closed today . . . but we've got to 
get in there.” 

The Chief asked, “Why didn’t you 
call in Traffic as soon as you knew 
about the job . . . schedule it... 
and avoid this trouble. When did 
you get the go-ahead, yesterday?” 

“Not quite,” said Jones. 

The Chief coaxed, smiling slightly, 
“When?” 

Jones stalled, “Well... two weeks 
ago.” 


> The Chief stopped smiling sudden- 
ly. “You mean you knew about this 
ad for two weeks and didn’t schedule 
it? How about Media, do they 
know?” 

“Sure, I told them as soon as I 
got the word,” said Jones. 

“How about that, Sis?” the Chief 
asked me. “Did Media inform you of 
an extra insertion for Jones’s ac- 
count?” 

“Not that I know of,” I said, “and 
they always send me a copy of the 
space order for our records when 
sending out the plates.” 

“Call Media, ask about it,” the 
Chief requested. 


>I picked up the phone .. . started to 
dial. Jones spoke, “O.K., so I just 
told them this morning, too. I forgot 
... that’s all. I don’t see why all the 
fuss because I’m late on one lousy 
little job.” 

We checked over the traffic rec- 





IS TRUE 


EXECUTIVE HAS BEEN CHANGED 


TO PROTECT HIS REPUTATION. 


ords on Jones’ accounts. It was no 
bed of roses. Every operation due 
date had been altered to accommo- 
date late material. 

The Chief showed it to Jones. 
“Look at all these changes. Don’t 
you realize that every time you 
change a date on your work it af- 
fects all other accounts’ due dates 
also? Why can’t you get on the ball 
and follow the dates set up for you? 
Let Traffic be your memory ; 
they'll map out the procedure, leav- 
ing you free for other items, know- 
ing full well that Traffic is watching 
the other material going through.” 


> Jones dropped his empty coffee 
cup in the waste-paper can... 
looked at us and said, “Not me, pal 

. you won't catch me letting go 
of any material . it might get 
lost .. . I can’t take chances. I keep 
all that data in my head.” 

I said, quietly, pointedly, “I think 
that’s where you kept this job you 
got two weeks ago, isn’t it?” 

Jones was on the defensive now. 
“Let’s cut out all this talk and get 
started on this hot job of mine. The 
heck with all your systems. I could 
have completed the job by this time.” 
> The Chief was sore now. “Now you 
listen, Big Man,” he said. “We know 
all about you... one-man band... 
system hater ... always late .. . keep 
all information in your head 
think you can run an agency this 
size out of your back pocket. Jones, 
you're a two-time loser to publica- 
tions now .. . one more could be 


fatal . . . and that reflects on our 
operation.” 
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He held the traffic records under 
Jones’ nose. “It’s all here. We checked 
it out... we’re going to explain this 
traffic operation once more and 
you're going to follow it or else the 
next hot job you try to highball 
through is going to get side-tracked 
until there is time for it . . . even if 
you miss the publication.” 

I explained the Traffic Operation 
once again to Jones, step by step: 


1. How he gets the final plans O.K. 
from client. 


2. How Media issues space estimate 
and authorization sheets. 


3. How he then gets the client to 
O.K. the space estimate and author- 
ization. 


4. How traffic schedules are then is- 
sued for all jobs. 


5. How regular calls are issued by 
Traffic for material. 


6. How he gets O.K.s from client on 
layouts and finished art. 


7. How Traffic checks on each and 
every operation from creative call to 
the shipping of printing plates. 


8. And finally how Traffic issues in- 
sertion orders. 


>Then we checked over the flow 
chart to be sure all details were clear 
in his mind. (See illustration.) Jones 
was surprised and pleased to hear 
that we were just as hard on Art and 












Space estimate G authorization signed by client 












Productro!l card issued G placed on board 


Yellow job order issued tor creati ive dept 
Copies to AE — Traffic — Accounting 






White job order issued for layout 
Copies to: AE — Trattic — Accounting 





Art G@ production envelope started 





Final text G O.K. layout to trattic 









Pink job order wueee for art G production 
Copies: AE — Trattic — Accent. — Art Dir. — Prod. Dir 














Proot — Insertion Order — Receipt Card mailed 
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KRUPNICK G ASSOCIATES TRAFFIC CONTROL FLOW CHART 


ACCOUNT | MEDIA TRAFFIC ART PRODUCTION 
OPERATION EXECUTIVE DEPT. DEPT DEPT. DEPT. 


Production for being late as we are 
with Creative and Copy. I also ex- 
plained that in addition to regular 
job scheduling we also arrange for 
special meetings . . . schedule the 
plans control meetings . . . alert the 
service department on client con- 
tacts. 

We answered all questions Jones 
asked, and when we were ll 
through, he said, “Maybe I’ve been 
wrong about Traffic . . . I don’t say 
I’m sold completely . . . but I can see 
where it’s a real asset to busy people 
who can’t keep up with details all 
day long. Tell you what, let’s give 
it a whirl.” 

“That’s better, Jones,” the Chief 
said. “We don’t claim that Traffic 
is some infallible machine . . . we 
need all the cooperation from you 
we can get in order to get work out 
on time. But we aren’t mind readers. 
If you have a job, let us know about 
it. We'll help.” 


> Jones asked about the job he was 
involved in now. We told him that 
we would juggle some other sched- 
ules and get it out, but that there 
might be some overtime involved. 
He blanched and said the client 
would blow his top about overtime. 
We pointed out that the overtime is 
just one penalty for being late on 
jobs. 

We talked a little longer. I made 
out the necessary schedule for the 
hot job... juggled some other dates 


. issued the job order for work and 


Media sheets typed for client and agency 

Copy at once to traftic 
| 5 | eee see See ee ee eee = > ee Pe Se ie 
>| = my SENS HeRNINS WENER ae 
$s a SS 


| 8. | eee ieee SF Sener cel a 
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started the ball rolling. Jones left 
for his office. 


>For several moments we just sat 
in the quiet of the office and relaxed. 
Finally the Chief turned to me and 
said, “I could go for some .. .” 
“Some what?” I asked. 
“Coffee,” he said. “Black .. . no 
sugar.” 


On November 30, a traffic planning 
session was held in the Office of Traf- 
fic & Production for the purpose of 
planning the next campaign for 
Jones’ account. In the paragraph be- 
low are the results of that campaign. 


Work completed on time. . . . Bet- 
ter work. .. . No client problems. 





The story you have just read was 
distributed by Krupnick & Associ- 
ates to get its employes more con- 
scious of traffic operations. 

One great problem in every agency 
is how to get the people involved 
in certain fundamental operations to 
read—and understand—how they 
work. It is a recognized fact that 
no one likes to read stereotyped in- 
structions . . . there is a tendency 
to just glance over them . . . thereby 
missing important facets of the oper- 
ation. Such a problem faced K&A 
with its traffic system. 

Such a system works fine if pro- 
cedures are followed but too 
many people were slipping up on 
follow-through. The agency hit upon 
the idea of making Traffic a story 

. and since Traffic lends itself so 
well . . . it was written up in the 
above Dragnet style. Given to each 
person, it was accompanied by an 
outline form of actual Traffic oper- 
ation and a work flow chart. It has 
worked wonders at K&A. 44 


| PRINTING 











Film Facsimile Furnishes 
Advance Color Proofs 


Colomat, a process of Unitronics 
Inc. (St. Louis), furnishes color 
proofs from photographic negatives 
in approximately 15 minutes, for 
about $1. Since the proofs can be 
made before plates are complete, both 
time and remakes can be saved. 

Colomat is a system of diazotype 
films which, when used in matched 
sets of three or four colors, repro- 
duces the full standard process col- 
ors. No special equipment is needed, 
since only a standard vacuum frame 
and the usual light source can be 
used. After exposure and dry devel- 
opment, the set of films is overlaid 
in proper print order to give a close 
facsimile of the finished job as 
though obtained from a set of fin- 
ished plates on a proof press. 

Full details of the 
available. 


process are 
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New Method Makes 
Stencil Signing Easy 


A new development by A. B. Dick 
Co. (Chicago) makes it possible for 
busy executives to obtain an entire 
stencil sheet of signatures, thus ob- 
viating the tiresome task of signing 
individual mimeograph stencils. 

The stencilized signatures can be 
obtained at a cost of only a few cents 
each from mimeograph products sup- 
pliers, according to A. B. Dick. To 
use the stencilized signatures, a sec- 
retary simply cuts one from the sheet 
and patches it into the stencil to be 
mimeographed. 44 


Fairchild Announces 
Two New Developments 


Two new developments in elec- 
tronic engraving have been an- 
nounced by Fairchild Camera & In- 
strument Corp. (Syosset, N. Y.): 

e An attachment which will enable 
Fairchild Scan-A-Graver operators 
to make reverse cuts at the flick of 
a switch. 

e A system for linking two stand- 
ard Scan-A-Gravers for simul- 
taneous double plate production. 

The reverse switch is an improve- 
ment which will be supplied to all 
standard Scan-A-Graver users un- 
der the Fairchild lease agreement. 
Under this agreement any improve- 
ment or modification made to pro- 
duction line models is made also on 
machines in the field at no additional 
cost to the lessee. 

Two identical Scan-A-Gravings 
can be produced at the same time 
when double plating of the press is 
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eee T art 


photography 


you 


Sire -y) Te VICE to help 


A COMPLETE SER 


meet your delivery dates... 


Skilled craftsmen excelling in the 
preparation of advertising art, commercial 
photography, offset press plates (all types), 
photoengraved and rotogravure plates 
combine to afford you a most 


complete service. 


_GRAPHIC ARTS CORPORATION of OHIO 


110 OTTAWA ST. + TOLEDO 4, OHIO «+ GArfield 3781 


Sereorre €Cwrtecaseo s+ wEW Yor K 
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required by employing one unit to 
scan copy and transmit impulses to 
its own cutting head as well as that 
of a “tandem unit.” 

In addition to the two new devel- 
opments, Fairchild has announced 
that its Scan-A-Sizer unit will be 
available to the trade in late 1955. 
This major development in electronic 
engraving permits automatic en- 
largement or reduction up to 4% 
times. Presently all Fairchild en- 
gravers require same-size copy. 44 


New Combination Enlarger, 
Photo Copy Unit Produced 


The Duall “6” Foto Unit, a new 
multi-purpose photo copy and en- 
larger machine, has been announced 
by Modi-Graphic Inc. (Cincinnati). 
The Duall “6” is a photo-enlarger, 
light table, copy camera, transpar- 
ency projector, contact printer and 
timer. 

According to the company the unit 
can copy all types of photo-letter- 
ing—paste-up, machine set, hand as- 
sembled transparencies—in any size 
to fit layout requirements. Large size 
projection prints for silk screen or 
poster work on paper or film can be 
made with the Duall, and contact 
prints or negatives produced. The 
machine also can be used for pro- 





jecting artwork (from negative) for 
tracing. 

The Duall is priced at $895. A de- 
scriptive brochure is available by 
writing Modi-Graphic Inc., 215 E. 
Ninth St., Cincinnati 2. 44 


Whimsical Ads Sell 
Milk in California 


Child-like drawings with a touch 
of whimsy are plugging a “drink- 
milk-often” theme in an ad series. 
The campaign, sponsored by several 
dairy groups, is running in Califor- 
nia newspapers. 

Though the ads are only two- 
column, 3” ads, the primitive quality 
of the artwork has been attracting 
much attention. Copy stresses the 
theme that milk should be used 
round the clock by all age groups. 
This theme was adapted after Alfred 
Politz made a study for the Amer- 
ican Dairy Assn. which showed that 
milk was not popular as a beverage 
at all meals and that it was not popu- 
lar with older age groups. 

The ads are scattered through the 
pages of various newspapers to the 
extent that they seem to appear on 
every page. Twenty different ads will 
appear altogether. The campaign is 
sponsored by the California Dairy 
Industry Advisory Board, the Sacra- 


We are very proud to offer the 
Graphic Arts Industry a new 
NORTHWESTERN FIRST 
—Powderless Magnesium 
Etchings, at no extra cost. 


Magnesium Etchings give better reproduction, 
longer press runs, more exacting register, and 
light weight for shipping economy. MINIMUM 
OF 5000 MATS, WITHOUT PATTERN PLATE. 


NORTHWESTERN 


PHOTO 


ENGRAVING CO. 


328 S. JEFFERSON ST., CHICAGO 


OPERATING 24 HOURS A DAY 
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Primitive Art . . . This series of small 
space ads, sponsored by several dairy 
groups, makes use of “’primitive’’ style 
artwork to attract attention 


mento Milk Council, the San Fran- 
cisco Milk Industry and the East 
Bay Producers’ Milk Council, and 
appears in California newspapers 
only. 44 


Marks & Fuller Offers 
Color Business Cards 


A business card in natural color 
which associates salesman and prod- 
uct or salesman and organization is 
available from Marks & Fuller Inc. 
(Rochester, N. Y.). 

Made from color transparencies, 
the natural color business card fea- 
tures the product in color on one 
side, while the other side is the con- 
ventional business card. The com- 
pany asks users to send a 4x5” color 
transparency (although any size 
from 214x344” up can be used) along 
with a regular business card. The 
company will not make less than 
3,000 prints from one transparency. 

Prices range from $60 for 3,000 to 
$550 for 100,000. A color proof, if de- 
sired, costs $40 additional. The com- 
pany also produces postcards, jumbo 
postcards and giant postcards and 
will provide prices on request. Sam- 
ples and descriptive literature are 
available. 
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TIGHT 
DEADLINES 


Che Advertising Agency 
ano the Pp cintez 


By Jerome B. Gray 
Senior Partner 
Gray & Rogers 

Philadelphia 


The following article is the text of 
a speech by Mr. Gray before the 
Printing Industries of Philadelphia. 
What Mr. Gray said to these print- 
ers should be of interest to every 
adman, and because he said it so 
well, AR is publishing the text in 
full. 


Henry Clay and John Randolph 
were always at loggerheads. Once, 
after they had not spoken to each 
other for weeks, they met in a street 
so narrow that one would have to 
step aside to let the other pass. 

Randolph held his ground. 

“T never give way to scoundrels,” 


he said. 


Clay stepped instantly into the 
gutter. 
“I always do,” he said. 


>One of us is Henry Clay and the 
other is John Randolph .. . and each 
of us, I regret to say, is too often a 
scoundrel to the other. 

So let’s face this fact from the 
start: the relationship between 
printers and advertising agencies has 
been, on the whole, historically bad. 

I can confirm this from both sides 
of the street. 

I can go back about 30 years, for 
example, to the time when I was a 
printing salesman in Boston and was 
ordered by my boss to waste neither 
my time nor the company’s time by 
calling upon “penny-pinching, graft- 
ing advertising agencies”: and I can 
go back about 30 days to the time 
when a printing salesman called to 


say that he had been authorized to 
take our word for the lowest esti- 
mate we'd obtained on a certain job 
and to print it, without estimating, 
for 15° less. 


>There you have two attitudes that 
have done, are doing, and will do 
each of us frightful harm until we 
can correct them: 

1. The attitude that advertising 
agencies are scoundrels of the deep- 
est hue. 

2. The attitude, by one of your own 
representatives, that the integrity of 
your industry can be bought at a 
very cheap price. 

I'd be more hypocritical than 
naive if I were to deny that there 
are “penny-pinching, grafting ad- 
vertising agencies”; and I prefer to 
believe that none of you would at- 
tempt to persuade me that the print- 
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required by employing one unit to 
scan copy and transmit impulses to 
its own cutting head as well as that 
of a “tandem unit.” 

In addition to the two new devel- 
opments, Fairchild has announced 
that its Scan-A-Sizer unit will be 
available to the trade in late 1955. 
This major development in electronic 
engraving permits automatic en- 
largement or reduction up to 4% 
times. Presently all Fairchild en- 
gravers require same-size copy. 44 


New Combination Enlarger, 
Photo Copy Unit Produced 


The Duall “6” Foto Unit, a new 
multi-purpose photo copy and en- 
larger machine, has been announced 
by Modi-Graphic Inc. (Cincinnati). 
The Duall “6” is a photo-enlarger, 
light table, copy camera, transpar- 
ency projector, contact printer and 
timer. 

According to the company the unit 
can copy all types of photo-letter- 
ing—paste-up, machine set, hand as- 
sembled transparencies—in any size 
to fit layout requirements. Large size 
projection prints for silk screen or 
poster work on paper or film can be 
made with the Duall, and contact 
prints or negatives produced. The 
machine also can be used for pro- 


jecting artwork (from negative) for 
tracing. 

The Duall is priced at $895. A de- 
scriptive brochure is available by 
writing Modi-Graphic Inc., 215 E. 
Ninth St., Cincinnati 2. 44 


Whimsical Ads Sell 
Milk in California 


Child-like drawings with a touch 
of whimsy are plugging a “drink- 
milk-often” theme in an ad series. 
The campaign, sponsored by several 
dairy groups, is running in Califor- 
nia newspapers. 

Though the ads are only two- 
column, 3” ads, the primitive quality 
of the artwork has been attracting 
much attention. Copy stresses the 
theme that milk should be used 
round the clock by all age groups. 
This theme was adapted after Alfred 
Politz made a study for the Amer- 
ican Dairy Assn. which showed that 
milk was not popular as a beverage 
at all meals and that it was not popu- 
lar with older age groups. 

The ads are scattered through the 
pages of various newspapers to the 
extent that they seem to appear on 
every page. Twenty different ads will 
appear altogether. The campaign is 
sponsored by the California Dairy 
Industry Advisory Board, the Sacra- 


We are very proud to offer the 
Graphic Arts Industry a new 
NORTHWESTERN FIRST 
—Powderless Magnesium 
Etchings, at no extra cost. 





Magnesium Etchings give better reproduction, 
longer press runs, more exacting register, and 
light weight for shipping economy. MINIMUM 
OF 5000 MATS, WITHOUT PATTERN PLATE. 


NORTHWESTERN 


PHOTO 


ENGRAVING CO. 


328 S. JEFFERSON ST., CHICAGO 


OPERATING 24 HOURS A DAY 
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"MILK 


Primitive Art . . . This series of small 
space ads, sponsored by several dairy 
groups, makes use of ‘’primitive’’ style 
artwork to attract attention. 


mento Milk Council, the San Fran- 
cisco Milk Industry and the East 
Bay Producers’ Milk Council, and 
appears in California newspapers 
only. 44 


Marks & Fuller Offers 
Color Business Cards 


A business card in natural color 
which associates salesman and prod- 
uct or salesman and organization is 
available from Marks & Fuller Inc. 
(Rochester, N. Y.). 

Made from color transparencies, 
the natural color business card fea- 
tures the product in color on one 
side, while the other side is the con- 
ventional business card. The com- 
pany asks users to send a 4x5” color 
transparency (although any size 
from 214x3'4” up can be used) along 
with a regular business card. The 
company will not make less than 
3,000 prints from one transparency. 

Prices range from $60 for 3,000 to 
$550 for 100,000. A color proof, if de- 
sired, costs $40 additional. The com- 
pany also produces postcards, jumbo 
postcards and giant postcards and 
will provide prices on request. Sam- 
ples and descriptive literature are 
available. 
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TIGHT 
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ano the Pp cintez 


By Jerome B. Gray 
Senior Partner 
Gray & Rogers 

Philadelphia 


The following article is the text of 
a speech by Mr. Gray before the 
Printing Industries of Philadelphia. 
What Mr. Gray said to these print- 
ers should be of interest to every 
adman, and because he said it so 
well, AR is publishing the text in 
full. 


Henry Clay and John Randolph 
were always at loggerheads. Once, 
after they had not spoken to each 
other for weeks, they met in a street 
so narrow that one would have to 
step aside to let the other pass. 

Randolph held his ground. 

“T never give way to scoundrels,” 
he said. 


Clay stepped instantly into the 
gutter. 
“T always do,” he said. 


>One of us is Henry Clay and the 
other is John Randolph . . . and each 
of us, I regret to say, is too often a 
scoundrel to the other. 

So let’s face this fact from the 
start: the relationship between 
printers and advertising agencies has 
been, on the whole, historically bad. 

I can confirm this from both sides 
of the street. 

I can go back about 30 years, for 
example, to the time when I was a 
printing salesman in Boston and was 
ordered by my boss to waste neither 
my time nor the company’s time by 
calling upon “penny-pinching, graft- 
ing advertising agencies”; and I can 
go back about 30 days to the time 
when a printing salesman called to 


say that he had been authorized to 
take our word for the lowest esti- 
mate we'd obtained on a certain job 
and to print it, without estimating, 
for 15° less. 


>There you have two attitudes that 
have done, are doing, and will do 
each of us frightful harm until we 
can correct them: 

1. The attitude that advertising 
agencies are scoundrels of the deep- 
est hue. 

2. The attitude, by one of your own 
representatives, that the integrity of 
your industry can be bought at a 
very cheap price. 

I'd be more hypocritical than 
naive if I were to deny that there 
are “penny-pinching, grafting ad- 
vertising agencies’; and I prefer to 
believe that none of you would at- 
tempt to persuade me that the print- 
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ing industry is simon pure. 


>What we both should resent and 
fight against is the undercurrent of 
animosity that has been permitted to 
pull us apart because of the weak- 
lings among us; and what we both 
should not forget is that good-will 
between us can lead only to more 
and more profitable business for 
each of us. 

It is not for me to say whether 
our agency’s relationship with print- 
ers is better or worse than average. 
In exploring it, however, I was 
rather amused to find that it is ap- 
parently very good (and mutually 
so) with most of the printers who 
work for us, and that it is appar- 
ently not so good with many of the 
printers who don’t work for us. 

It is almost as elementary as that. 

Prying deeper, I was told quite 
frankly by one of your members 
that the primary resentment against 
us was our practice of favoritism. 

I was not amused. 


>If the practice of favoritism is a 
primary cause of bad relations be- 
tween printers and agencies, God 
save the Republic! For favoritism is 
partiality, and partiality is not a 
vice. It is earned by good perform- 
ance. As an agency, we do every- 
thing in our power to encourage and 
maintain the practice of favoritism 


by our clients; and every printer we 
use hopes, I’m sure, to encourage 
and maintain the practice of favorit- 
ism by his customers. 

So if favoritism is a wound, let 
me rub salt into it by saying that, 
in my opinion, we may not practice 
it enough. Our records show that 
we have placed orders with 33 dif- 
ferent printers thus far this year. 

But let’s get back to our subject. 


>The poor relationship between 
printers and advertising agencies 
would be little more than unfortu- 
nate if it stopped there, for per- 
sonal differences can usually be 
settled in time. Because it doesn’t 
stop there, however — because it fans 
out to encompass all buyers of print- 
ing as well—it becomes little short 
of tragic. It creates bad public rela- 
tions for both of us . . . and bad 
public relations is bad for business 
—for anybody’s business. 

Lest you regard these observations 
merely as my personal opinion, let 
me say that I only wish they were. 
Unfortunately, I have heard well- 
known and well-informed public re- 
lations specialists give both of us— 
printers and agencies — top billing as 
incompetents in the application of 
public relations to ourselves. 

Many buyers of printing, for ex- 
ample — and I refer now to printers’ 


WHAT ARE YOUR 
Advertising 
Requirements? 


CIRCULARS - 


BOXWRAPS 


CATALOGS — PACKAGE INSERTS 
BOOKLETS — LETTERHEADS 


EXPERIENCE MAKES THE DIFFERENCE 


The benefits of our efficient production methods plus our know- 
how will prove their worth to you on any and every job we 
handle for you. 


We have the equipment and experienced craftsmen to serve you 
from layout and design to the finished product. The same high 
professional standards are maintained on all orders, large or 
small. 


COLOR WORK OF ALL TYPES 


Write or Phone for Prices—Samples—Information 


PEERLESS LITHOGRAPHING CO. 


4311 DIVERSEY AVE. 


CHICAGO 339, ILL. 


Phone SPaulding 2-7000 
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customers and to agencies’ clients — 
think primarily of price. How do 
you account for this? Is it because 
they are naturally parsimonious, or 
is it because they have been edu- 
cated by some printers—and, yes, 
by some advertising agencies — to 
think that way? 


It’s my conviction that a great 
majority of these buyers have grad- 
uated cum laude from our own 
classrooms; that we have no one to 
blame but ourselves. 

I have seen this education at work 
too often to doubt it . . . in personal 
salesmanship that concerns itself 
with price alone; in estimates that, 
based upon identical specifications, 
have such fantastic spreads between 
the high and the low that they nur- 
ture distrust; in vicious innuendoes 
carried like pollen from one frus- 
trated person to another; in candid 
admissions by advertisers that they 
must protect themselves against 
“the basic dishonesty of all sup- 
pliers.” 

“The basic dishonesty of all sup- 
pliers.” Those very words were said 
to me by one of our clients. When I 
challenged them, he said: “Ah! But 
you haven't listened to as many 
salesmen as I have. A printing sales- 
man tells me, by implication, that 
I’m being robbed if I don’t place my 
printing with him. An agency new- 
business man infers that I am paying 
through the nose by retaining you. 
A publisher’s representative stops 
in, not to sell me his paper, but to 
sell against the competitive paper he 
fears.” 


>Here’s another example of the 
lessons we've been teaching: 

I told a client some time ago that 
perhaps the best way to buy print- 
ing is to select an honest, repu- 
table firm and to let it produce 
without estimating. I explained that 
estimating, itself, costs money and 


CECEEOEEOPOCEOOURCROOEOEOUOEOCGROEEEECORECEOREUOEOORCRERCERROORSERRRROOReEEEES 


“All I said was, ‘Here’s complete copy 
on our 1955 Christmas card.’ No rush or 
anything like that.’’ 





that an estimate, intelligently made, 
would never find a wise printer 
holding the bag. What do you think 
he said to me? He said: “I don’t 
doubt that there are honest, repu- 
table printers, but aren’t their prices 
awfully high?” 

On the contrary, I told him, their 
prices would be quite in line with 
the quality of their craftsmanship 
and the dependability of their serv- 
ice, and infinitely lower, from the 
standpoint of promotional effective- 
ness, than the false economies (false 
in more ways than one) to which he 
had been accustomed. 


> Want another lesson? 

Printing salesmen have gone to 
our clients on occasions to ask why 
they are willing to pay us a 15% 
surcharge when, by buying direct, 
they can save the difference. This 
argument has paid off for the 
salesmen now and then, but more 
often it hasn't; and I recall one 
client who succumbed to the argu- 
ment only to discover, at the end 
of the first full year, that his bills 
had been $7,000 higher without the 
surcharge than before. 
>Can you take one more? 

An advertising manager, obsessed 
with the idea that no advertising 
agency could possibly be honest, told 
me one day that he had induced the 
printer of his anniversary book to 
let him have a duplicate of his in- 
voice to us. He had then added 15°, 
to the printer’s invoice, compared 
the result with our invoice, and 
found that the two agreed to the 
penny. I was to laugh at these antics, 
I suppose. Somehow, I couldn’t man- 
age it. I told him, instead, that 
maybe he’d better consider another 
agency —one that he could trust 
implicitly. 

“Don’t get into a huff,” he said. 
“I paid you a compliment.” 

“I do not regard it as a compli- 
ment,” I said, “to be caught being 
honest.” 


>Some of you laugh, but incidents 
of this sort are no laughing matter. 
They have convinced me that the 
suspicions and distrust of many buy- 
ers of printing have been painstak- 
ingly cultivated by the warped 
attitudes among us, not only towards 
each other, but also towards our 
contemporaries within our own 
business fields. In a sense, we have 
been Frankensteins who, creating a 
monster of bad relations between 
ourselves, have also let it loose upon 
the outside world, where it has 
brought the penalties of bad public 
relations to both our industries. 

The whole performance has been 
appallingly stupid . . . but not half 
so stupid as our apparent willing- 
ness to let it continue. 


A satisfied client always comes back again and again and again 


» F AELLER 


PRINTERS WITH IMAGINATION 


3005 FRANKLIN BOULEVARD «+ CHICAGO 12 


printers, designers, lithographers, typographers, binders, shippers 


Ask on your letterhead for our free tint guide 
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/’‘M A PICTURE BOOK IN 4-COLOR 
CARTOON TECHNIQUE... DOING 
A JOB FOR DOW-CORNING! 
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READERSHIP || COMMUNICATION | LOW COST 


We were FIRST, in 1936, 
wu. C. Posse § Co. 32) 
“Color Printers Since 1893” poi aan ae 
NEW YORK: 148 LAFAYETTE STREET SS ee oe 


from idea to finish for the 
Phone CAnal 6-4450, Teletype N. Y. 1-400 Nation's leaders! 
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COADUNATED’ 


SALES PROMOTION 
PRODUCTION SERVICES 


66 
| sendenaiial” means closely 
joined, like the multiple parts 
of your next campaign. 





SLOVES can help with inte- 
grated services — which in- 
clude dozens of production 
operations, at every point 
along the line. For example, 
in addition to making a loose- 
leaf catalog binder, we can 
offer recommendations for 
its design and contents. 


We are unique in doing this 
complete job. 


SLOVES 


MECHANICAL BINDING CO. 
601 West 26 St., New York City 1 
AL 5-2552 
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1000 FULL COLOR 
CHROMAX PRINTS 


8'2"" x 11” size on 80+ Kromekote 
$240.00 for 2,000—8'2 x 11 
$360.00 for 5,000—8'2 x 11 


Made from 4” x 5” or 5” x 7” color 
transparencies, same as or enlarged. 
8” x 10” contact. Special 121” x 16”. 





Not a fake process! Chromax Color 
Prints are the result of years of re- 
search by Eastman Kodak and photo- 
graphic technicians. 


3 to 4 Weeks Delivery on 
500 to 5,000 Quantities 


Special price on 1 week delivery—Write 


Hundreds of Profitable Uses 


Catalog Inserts 
Window Displays 
Sales Portfolios 
Reprints . . . Covers 


Brochures 
Magazine Inserts 
Technical Reports 
Instruction Manuals 


Send for FREE SAMPLES 


Price List and Detailed Information 


CHROMAX Corporation 


Specialists in Short-Run Quality Color 
Lithography . . . Phone BAltimore 2500 


1819 Holmes St., Kansas City, Mo. 
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> But what can we do to stop it? 

One of the most promising reme- 
dies, in my opinion, would be the 
cultivation of a new attitude toward 
each other. To be more definitive, 
we should make a serious and 
studied effort to be better informed 
about our mutual problems. 


The public relations head of a 
large corporation, speaking about 
employe relations, stated this beau- 
tifully when he said: “Attitude is 
the force that makes employes 
speak up for their companies. In- 
formation is what makes them speak 
effectively.” 


>I realize, of course, that it isn’t 
easy for a printing salesman to 
speak up for an agency that never 
responds to his salesmanship, but it 
could be that his salesmanship repels 
response. 

I know how annoying it must be 
to a printer who is repeatedly asked 
for estimates and never given a job, 
but it could be that his estimates 
are invariably unacceptable to the 
agency’s client who, in nine cases 
out of ten, will tell the agency which 
printer to use. 

I know the ill-will that can be 
built up by unreasonable demands 
and the carping of agency produc- 
tion men, but it could be that agency 
contact men are pushing the produc- 
tion men because clients are blowing 
their tops. 

Attitude can be all powerful in 
curing our ills, but it must grow out 
of understanding and facts . . . out 
of candor between us. And it must 
be a healthy attitude. Resentment is 
too often the backwash of misunder- 
standing. Like flattery, it will get 
us nowhere. 


> There 
course. 
Better salesmanship is one 
salesmanship that is constructive 
and unselfish and persuasive. We 
can both profit from more of this, 
for if there is any salesman less ob- 
jective and constructive than the 
average printing salesman, he is the 
average agency contact man who, 
forever fearful of losing an account, 
joins an irate client in an unjust 
fight against suppliers. 


are other 


And what about our own adver- 
tising? On this score, the vast ma- 
jority of printers and advertising 
agencies ought to have their heads 
examined. How ironic it is— how 
deeply hypocritical, actually — that 
so many advertising agencies and 
printers, respectively responsible for 
the creation and production of so 
much advertising, are, themselves, 
non-advertisers. What a sorry in- 
dictment this is of our basic belief 
in the economic power of what we 
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Clareport* has a durable, transparent plas 
tic front cover and a back of Strathmore 
Beau Brilliant cover stock in 8 smart col- 
ors. Holds standard 11" x 814 (spe- 
cial sizes to order). 


sheets 


Send for FREE sample and prices, now! 


@ We specialize in custom-made easel bind- 
ers and presentation binders. Your problem 
solved quickly and inexpensively. 

Write, Wire or Phone—Dept. M55 
*U.S. Pat. 2480917 


BELFORD Company, Inc. 


317 W. 47th Street 


New York 36, N. Y. @ Plaza 7-5950 
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MOSS Photo Service, Inc. 
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440 Advertising Managers 
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create and produce. How completely 
indefensible it is. What silly asses, 
with so little effort, we can be. 


>So there you have it... and if I 
have been critical, I hope that I have 
been constructively so. The problem 
is a difficult one, and it’s mutual. 
But it can be solved and, for the 
good of our respective industries, it 
must be solved. Your industry is too 
vital to us and ours to you for us 
not to work together in this common 
cause. The stakes are too high for 
reckless abandon . . . and make no 
mistake about this! 

Both our industries are here to 
stay, and each of us shall continue 
to contribute to the other’s growth. 
As more and more advertising 
agencies propose, create, and sell 
more and more printed advertising 
to their clients (and this is the 
trend, believe me) printers will have 
more and more opportunities to sell 
their services and facilities to ad- 
vertising agencies. 

Let’s go to work! 44 


New Tri-Color Process 
Available Commercially 


Commercial applications of the 
new Eastman Kodak three-color 
printing process have been growing 
rapidly. Two of the firms using the 
process have just issued literature 
describing their services. 

Available are samples of the three- 
color printing and details of the proc- 
ess from Busch & Schmitt Inc. (Chi- 
cago) and Chromax Corp. (Kansas 
City, Mo.). Because the Eastman 
process is primarily a mechanical 
one, the cost of full-color printed 
material produced through its appli- 
cation is extremely low. 

Typical prices are those described 
in the Chromax literature. The Kan- 
sas City firm offers 81x11” full- 
color printing on 80 lb. Kromekote at 
prices ranging from $165 for 500 to 
$395 for 5,000, with additional thou- 
sands at $35. Prices include plates, 
paper and all printing costs. 


>The process was first described in 
AR’s report on the Rochester Photo 
Conference (“New Color Printing 
System Revealed at Conference,” 
Nov. 53 AR). At that time it was 
strictly a “laboratory” process, but 
has rapidly been accepted by the 
printing industry. It is basically de- 
signed to permit advertisers who 
have previously been almost limited 
to black and white or two-color work 
to obtain full-color printing without 
drastic budget changes. 

The work being turned out by both 
Busch & Schmitt and Chromax pro- 
vides high fidelity reproduction of 
colors, with a good range of tones, 
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for less than 1'/2¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

to the nearest Crocker office. 
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even though no black plate is used. 
Some of the jobs which have already 
been printed by the process include 
catalog inserts, annual reports, win- 
dow displays, reprints, book illustra- 
tions, direct mail pieces, display 
cards, booklets, car cards, magazine 
inserts, etc. 

Basic copy for the color printing 
includes Kodachromes, Ektachromes 
and similar transparencies in all con- 
ventional sizes, including 35 mm. 

A special folder printed by the tri- 
color process is available from Busch 
& Schmitt. For your copy, circle No. 
501 on the Reader’s Service card in- 
side the back cover. 

Chromax offers complete details 
and samples of their Chromax prints. 
For your copy, circle No. 502 on the 
Reader’s Service card. 44 


Graphic Enterprises 
Shows Low-Cost Color 


An attractive folder is being of- 
fered by Graphic Enterprises of Mil- 
waukee Inc. to illustrate its inex- 
pensive full-color printing. GEM 
specializes in short-run color run 
from revolutionary glass printing 
plates. 

GEM works from Ektachrome or 
Kodak transparencies, dye transfer 
or carbro prints, and original color 
artwork. Printing is on Kromekote 
or Lusterkote in sizes up to 14x20”. 
Copy is imprinted after color is run. 

Prices range from $155 for 100 
5x7” color reproductions on 65 lb. 
Kromekote cover stock to $995 for a 
1014x1314” color area on an 11x17” 
sheet. Color proofs and a normal 
amount of color correcting is in- 
cluded at no extra cost, according to 
the folder. 


For your copy circle No. 514 on the 
Reader’s Service Card inside back cover 


Booklet on Sales Manuals 
Published by Heinn Co. 


“Facts at Your Fingertips,” which 
offers valuable information on plan- 
ning catalogs, sales or service man- 
uals, price lists, sales presentations 





and sample cases, has been issued by 
the Heinn Co. (Milwaukee). 

The new 16-page booklet provides 
a quick visual reference to many im- 
portant details —for example, sheet 
sizes, paper stocks, new and func- 
tional methods of indexing, punch- 
ing, binding margins, cartoning and 
cover designs. It also describes basic 
binders, all of which can be spe- 
cially-designed to meet individual 
specifications. 

Among the binders shown are the 
Memo Ring, the Velocity (an auto- 
matic expanding type), the Speedex 
(compression type) and conventional 
ring binder. In addition, sales packs, 
easels, portable file cases, photo kits 
and binders with handles are de- 
scribed and illustrated. 


For your copy circle No. 515 on the 
Reader's Service Card inside back cover 


Binders, Related Items 
Shown in Elbe Catalog 


A complete 96-page catalog of 
binders, memo books, folders, al- 
bums, catalog covers, clipboards and 
related items is available from Elbe 
File & Binder Co. Inc., (Fall River, 
Mass.). Included in the catalog are 
descriptions, prices and illustrations 
of 20 different kinds of binders, in- 
cluding cam-lock, catalog, right, 
swivelok, wing-wire, etc. Both stock 
and custom-made de- 
scribed. 

A special section of the catalog is 
devoted to a complete description of 
the various binder mechanisms 
available, cover styles and manufac- 
turing facilities. 


For your copy circle No ] on the 
Reader’s Service Card inside back 


items are 


cover 


Sinclair, Valentine Booklet 
Outlines Ink Developments 


A new booklet, “Ink Horizons,” 
observing its 65th anniversary, is 
available from Sinclair & Valentine 
(New York), manufacturer of print- 
ing inks and allied 
supplies. 

The booklet traces the background 
and continuing technical develop- 
ment program of the company, and 
includes a general outline of recent 
developments in publication inks for 
standard and high speed presses. 
Also included is a discussion of cur- 
rent trends in gloss inks for corru- 
gated boxes and cartons and inks 
for food packaging and for printing 
on foil, film and other special sur- 
faces. 

New concepts in offset ink and 
inks for silk screen, rotogravure and 
flexographic printing are outlined in 
the booklet, which is available from 
the company. 


For your copy circle No. 517 on the 
Reader’s Service Card inside back cover 
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Although decals are usually con- 
sidered more or less permanent ap- 
plications, Fanny Farmer candy 
shops have found that using decals 
for temporary promotions can bring 
pleasing and practical results. Fanny 
Farmer has developed a program in- 
volving a unique adaptation of decals 
with a unit cost no higher than for 
comparable paper signs or posters— 
neither of which could present the 
personalized, finished appearance of 
the decals. 

Fanny Farmer had the problem of 
retaining the dignity and immaculate 
atmosphere of its stores and, at the 
same time, putting each store into 
the holiday mood that is important 
to candy sales. A means had to be 
found that would reflect the beauty 
of the fresh, modern decor of the 
stores. Regular paper signs and pos- 
ters, it was felt, were not appro- 
priate. 

It was obvious that the glass doors 
and show windows were the logical 
places for decoration. Once inside the 
store the customer could clearly see 
the neat trays of candies and novel- 
ties made for each holiday, as well 
as the regular trays of chocolates. 
It was the potential customer on the 
sidewalk that Fanny Farmer wanted 
to remind it was time to buy a gift 
box of candy. 


>With nearly 400 stores spread 
across the country and at least six 
major holidays a year, the employ- 
ing of local artists to hand-letter or 
stencil satisfactory art directly on 
the glass would have been imprac- 
tical. It was decided that decals, de- 
signed and produced for the purpose. 
would do the trick. 

Each decal is approximately 12x 
17” and the decals are printed in 
three, four or five brilliant colors 
with the Fanny Farmer logo in a 
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Decals don’t have 
to be permanent 


The Fanny Farmer candy shops wanted to obtain 
a quality effect for their special holiday 
signs. The answer: silk-screened decals. 


prominent place on each one. The 
work is done by Rueby Process Co. 
(Rochester, N. Y.). The decals are 
the water slide-off type on regular 
simplex decal paper and each carries 
mounting instructions on the back. 
The printing screens are photegraph- 
ically prepared in Rueby’s dark- 
room. 

Originally, each holiday was 
planned for just a few months ahead 
of time, but more recently the Rueby 
Co. keeps at least six months ahead 
of schedule for the decals. For ex- 
ample, the artwork, which is done by 
Robert Berman, Rochester commer- 
cial artist, and the production for the 
Halloween, Christmas and St. Pa- 
trick Day decals were handled all at 
the same time, late last summer. 


> When the program was being con- 
sidered, the first decals were made 
for Christmas and their success led 
to decals for the other holidays as 
well. Delivered to Fanny Farmer 
packed in individual mailing tubes, 
it is a simple matter to distribute the 
decals well in advance to each store, 
where regular employes can mount 
them, one on each door and window, 
in a few minutes time. No special 
skill is required—a shallow pan of 
water and an ordinary window- 
cleaning squeegee are the only tools 
needed. 

The result is a fresh design each 
holiday that blends with the general 
enough different to do the job. Each 
store appearance, yet is strikingly 
decal is mounted ten days before 
the holiday and then quickly re- 
moved with a razor blade, with very 
little effort, the day after. 


> This year a special decal was added 
to the holiday series. It features a 
cool beach scene and calls attention 
to the line of summer candies now 















Wherry 


( hristmas 


produced by Fanny Farmer. It is 
only used during the warm weather 
season, yet like all the holiday series 
decals it has the appearance of a 
permanent display. 


Appropriately enough, Fanny 
Farmer also makes use of decals on 
a permanent basis for the gold logo- 
type and candy box emblems which 
grace each store window the year 
round. The company also uses them 
on the glass front of the salted nut 
case that is located in each store. 

A Fanny Farmer executive 
summed up the success of the decal 
program recently when he said, “At 
first some of our personnel were 
rather hesitant about using decals, 
but now that we have used them and 
lived with them we've come to the 
conclusion that these decals, tailored 
to fit our needs, are the best solu- 
tion to our problem.” 44 
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Another famous sign 
quality built by Texlite 





Texlite is your com- 
plete source of porce- 
lain enamel, plastic and illumi- 
nated signs. Whether you need 
ten signs or 1000, just tell us 
your needs and we'll do the rest. 
As the nation's most complete, 
most modern sign manufactur- 
ing plant, Texlite is ably pre- 
pared to do a turnkey job for 
you from start to finish. You'll 
get quality signs and quality 
service, all the way. 


DESIGN e ENGINEERING 
FABRICATION e ERECTION 
MAINTENANCE 


Manufacturers of quality 


ks 
porcelain PPT ke 


signs for Prt Tt al Le 
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3-D Letters, Plaks Shown 


In New Hernard Folders 


Two folders by Hernard Mfg. Co. 
Inc. (Yonkers, N. Y.) describe the 
compagy’s 3-D letters and Plaks. 

Hernard letters come in three 
styles, pin-back, sanded back and 
track, in two fonts, one containing 
191 letters and 51 figures, the other 
containing 114 letters and 26 figures. 
Twenty-three type styles are avail- 
able. 

The Hernard 3-D Plaks are preci- 
sion molded and designed by the 
company to include individual trade 
marks and logos. 

Also listed in the folders are Her- 
nard accessories, including a natural 
wood finish track for track letters 
and simulated embossed leatherette 
backgrounds for pin back letters. 


For your copy circle No. 511 on the 
Reader's Service Card inside back cover 


Supermarket Uses Plastic 


Window Valance Copy Sign 


A new Philadelphia Food Fair 
Stores supermarket is making an 
unusual use of plastic changeable 
copy sign—using it as a long valance 
above the store’s facade of show 
windows. 

The sign stretches the length of 
the front of the building and adver- 
tises the store’s daily specials with 
the prices. Removable letters and 
numerals—in green translucent acry- 
lic for item names, red for price nu- 
merals—are hung from metal against 
white acrylic panels. 

In addition, the store has made 
wide use of plastic signs throughout 
the interior. Continuous strips of 
back-lighted wall panels — white 
translucent plastic, with lettering 
and decorations stencilled in various 


This Union Co. painted bulletin reportedly had the world’s largest cutouts. 
The tiny figures of the two men standing at the base of the bulletin contrast strongly 
with the huge baseball player-figures in the sign. Erected by Foster G Kleiser Co. (Los 
the sign was 28 feet long. The bulletin was displayed in major cities in 
Arizona, California, Washington and Oregon. 


| 


uke 





Valance . . . A Philadelphia Food Fair 
Stores supermarket uses this plastic 
changeable copy sign as a valance above 
its show windows. The sign advertises 


daily specials. 


colored paints — attract attention to 
special product departments such as 
the dairy section. White translucent 
Plexiglas light boxes call attention 
to various specialties in the store— 
for example the store’s own brand of 
coffee. Island displays of products 
have backlighted acrylic canopies to 
set them off and identify the prod- 
ucts. 44 


Simple Window Decals 
Aid Small Budget Users 


A new concept of decal store win- 
dow valances, developed especially 
for the smaller growing industry or 
the firm operating in a restricted ter- 
ritory, has been announced by 
Meyercord Co. (Chicago). In the 
plan, the only made-to-order piece 
is the center panel showing the trade 
mark or distinctive emblem. 

The remaining portion of the decal 
valance is simulated glass brick de- 
sign background panels used in con- 
junction with easily applied self 








spacing letters which may imprint 
the dealer's name, sales message, 
identification of business or other 
copy. 

The simplified decal valance com- 
binations should prove attractive to 
advertisers with limited promotional 
budgets. Details of the plan are 
available from Meyercord. 


For your copy circle No. 522 on the 
Reader’s Service Card inside back cover. 


Flavorboards Designed 
For Ice Cream Sales 


Flavorboards for featuring ice 
cream flavors available in ice cream 
outlets are described in a folder by 
Universal Displays (Chicago). 

Designed from the user’s ice cream 
carton, the flavorboards are im- 
printed in three colors on polished 
glass. Inserts for 30 flavor strips are 
included. Details on the _ boards, 
which have numerous other applica- 
tions, and on flasher signs to be used 
in conjunction with them are avail- 
able from the company. 


For your copy circle No. 523 on the 
Reader's Service Card inside back cover 


Kling Acquires Right 
To Produce Tele-Rama 


Kling Displays (Chicago) has been 
awarded by Tele-Rama Inc. (New 
York) exclusive rights in midwestern 
and western states for the develop- 
ment, sale and production of the 
patented motion display called Tele- 
Rama. 

Tele-Rama involves a new tech- 
nique of processing color transpar- 
encies to achieve a unique type of 
motion. A color transparency, hav- 
ing been vacuum-formed in places 
where motion is desired, is placed 
behind a sheet of Vinylite. A light 
moving behind this unit produces the 
motion. 44 
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PRINTED, SELF-STICKING, TRANSPARENT 
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MAKES YOU BELIEVE IN 


because these especially created a 


SIGNS 


posters are: 



















@ brilliantly colored, vibrant eye-compelling 
attractions posted quicker, stay up longer, 


sell for you day and night 
~~ , 3 ig 3 RRR 
a fe 
Quicker Starting in Cold Wea 


aT . a 
@ versatile—you can post GOOD- Faster Engine Warm-up 
STIX on product, window, wall, See aay 
Boosting Engine Power 


@ loved by retailers—their 
transparency does not 
block visibility 


door, mirror, anywhere 


@ used for interior or exterior 
purposes . . . pressure sensitive 
tape can go on front or back, 


sides or top and bottom 


@ available in sizes up to 40” x 
24”, from 1 to 5 colors and in 
DAY-GLO, too 


@ actually the lowest cost sign 


available on a “per-posting” basis 


@ designed especially for your requirements 
by our point-of-purchase specialists. No cost 
or obligation. 






Get your message UP and ACROSS like these GOODSTIX users: 


FRAM DU MONT G.E. 

U.S. RUBBER CO. GENERAL FOODS CANADA DRY 
COLGATE CORN PRODUCTS TUNG-SOL 
CITIES SERVICE TOASTMASTER BORDEN CO. 
RCA SEAGRAM’S WILDROOT 
RAY-O-VAC BROWN-FORMAN SCHAEFER 


GOODSTIX is now available in FULL-COLOR GRAVURE 
or in DAY-GLO COLORS. Ask for Samples. 


GOODREN PRODUCTS CORP. 


Oe mee Wns ree pe ee ee See ee eee eee eS Pee y 
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Tops 
in readership by 


advertising managers! 
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LYDIAN 


One of 23 new styles of 3-D Display Letters. Sizes 

from 34"' to 6” stocked for immediate shipment. 

Also letters, trademarks, logos to specifications. 
FREE—samples & catalog. 


HERNARD MANUFACTURING CO., INC. 


HERNARD'’S Style of the Month: 


Advertising 


Requirements 


923-R Old Nepperhan Ave. Yonkers, N. Y 
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THE GIVE AWAY 
THAT MADE 
THE SALESMANAGER 


HAPPY! 


A seasoned merchandising & mon — 
he was quick to see «© the terrific tie-in 
potential of ADVERMATS*<@@rHe offered 
it os a o> bonus to dealers and they 
went completely + overboard on the 


idea and sent his Stee sales figures 


soaring 


This success story Ga has been 


emulated over and over again by some 
of the nations top organizations. 
(Names upon request). 


Let us send you a FREE “> ADVERMAT 


incorporating your own advertising copy. 


Write oT today for complete details. 


*ADVERMATS are long life rubber floor 
and counter mats with your product name 
and selling phrase die-cut and Inlaid right 
through entire depth of mat . . . Used as 


a point-of-purchase display in many sales 
locations in the store and store entrances. 





PERFO MAT & RUBBER ‘C0, INC. 


461C Fourth Ave. * N.Y. 16, N.Y. 


Sole U.S.A. representative of Redfern’s Rubber 
Works, Ltd., Hyde Cheshire, England 
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Animated Cutouts Attract 


Attention in Omaha Signs 


A spectacular new series of painted 
outdoor signs is attracting attention 
in Omaha. Colorful, animated cut- 
outs of children in action catch the 
eye and direct attention to large 
painted replicas of Peter Pan bread 
packages. 

The program in Omaha includes 
four animated signs. On one board 
a boy chins himself; on another a 
“cow-girl” rides a hobby; on another 
a girl pedals a tricycle and on the 
fourth a little girl waves a wand, 


They always talk about the Weather 
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Your trademark or sales message 
on a PAM Thermometer 


will tell the temperature and what to buy. 


PAM 


Rotating Cutouts .. . The cutout at the 
right on the Peter Pan outdoor sign (like 
the three above it) is designed to be 
moved to different Peter Pan sign loca- 
tions. 


pointing to the loaf of bread and slo- 
gan. Each animated cutout is differ- 
ent, yet stylistically similar to iden- 
tify the sign as advertising Peter Pan 
bread. 

The boards were designed and con- 
structed by General Outdoor Adver- 
tising Co. (Chicago). 

The cutouts, with their animating 
mechanisms, were developed so that 
they could be rotated to different 
locations. Each animated cutout fits 
in a framed box that can be easily 
removed. Each figure was cut from 
1’’ and 54” plywood so that it is 
durable under all weather condi- 
tions. The animating mechanism is 
of simple construction, requiring 
minimum maintenance to keep it in 
service. 44 


Bank and Oil Company 
To Share Spectacular 


Two Texas companies which will 
share a new 21-story office building 
also will share a giant electric spec- 
tacular—reportedly the first major 
advertisers ever to share a spectacu- 
lar of this type. 

Continental Oil Co. and the Texas 
National Bank of Houston have com- 
missioned Federal Sign & Signal 
Corp. (Chicago) to create a huge 
rooftop sign that will identify the 
building as shared by both compa- 
nies. Federal has designed a two- 
sided sign to be built in the form of 
two 46x39’ triangles, back to back. 
The sign will incorporate the well 










Please send me PAM’S complete merchandising pack- 
age that shows me how to get powerful and nationwide 
advertising at little or no cost. 


known Conoco red and white trade- 
mark with the reverse side carrying 
the bank’s name in white, yellow and 
Name...... ; aes 
wee blue. 
ress : , 
The sign will revolve three times a 
City....... minute, permitting both companies 
to get a full showing. Federal be- 


State 





Zone 
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Share-the-Sign Project . 
conception shows the 21-story building 
and the spectacular sign to be shared by 
two companies, Continental Oil and Texas 
National Bank (inset) 


. This artist's 


Globe on top fore- 
casts weather. 


lieves that the 59-ton structure will 
be the largest revolving sign in the 
U. S. Topping off the spectacular will 
be a public service feature, an un- 
usual “weather eye.” This “weather 
eye” is a 15’ plastic globe to be set 
400’ above street level, and it will 
report weather forecasts in colored 
lights—a flash of red to indicate 
warmer weather, white for cooler, 
green to indicate no change and a 
flickering light for rain. 

Federal expects the sign to be fin- 
ished early this summer. 44 


Chicago Firm Announces 
New Auto Flasher Sign 


A new flasher sign that conven- 
iently plugs into the cigaret lighter 
socket on an automobile has been 
announced by its designer, Carter & 
Galantin (Chicago). The sign, which 
is a plastic letter price unit, attracts 
extra attention to the the 
showroom or on a lot. 

The sign includes a translucent 
plastic case with built-in suction cup 
mounts that fasten to the glass in 
the car windshield or door, or to the 
top of the instrument panel. Three 
sets of plastic figures from 0 to 9 
slide into an acetate case, and a 
6-volt tail light bulb with flasher 
attachment, plus a 4’ cord and lighter 
socket plug, provides the light. The 
case is double-faced—with one side 
keyed for used cars and the other 
to new models. 

According to Carter & Galantin, 
the small bulb draws so little current 
that the strain on the battery is quite 
slight. The units are being sold in a 
set of three, priced at $14.95 for 
the set. 44 


car in 
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GOA 





If you want to put a new light on an “‘old 
subject’’—specify a General Outdoor sign 
or spectacular! This new illuminated 
beauty recently produced for the Atlanta 
Gas & Light Company is an example. 

GOA can do the same for you in com- 
mercial and identification signs as well as 
24-sheet posters, painted bulletins and 
spectaculars. 

Whether you need one sign or a thou- 
sand, the experience of the entire GOA 
organization is at your service. 

Call your nearby GOA branch office 
for full information, or write: 
















| ‘neral Outdoor Advertising Co. 
| an 2S .< 

515 S. Loomis Street, Chicago 7, Il. 
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Baked enamels silk screened in your choice 
of beautiful brilliant colors on baked 
enameled steel, aluminum or hardboard. 
Can be reflectorized. Sizes from 1" x 2” to 
48" x 96". All shapes. 


A FULL LINE 
Road Signs—Fence Signs—Tack Signs— 
Strip Signs—Counter Signs— License Plate 
Signs—Tire Center Signs—Wall Hanger 
Signs—Window Display Signs—Door Push 
Signs—Day-Glo Bumper Signs—Plastic, 
Metal and Scotch Light Car Signs—Injec- 
tion Molded Plastic Signs. 


42 PV a tee: 


Complete line of beautiful Kenway ash 
trays, salt and pepper sets, drinking glasses, 
bar glasses. Your company or product 
name fused into glass in 
brilliant ceramic colors. 
Cannot be washed or 
scraped off. 
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IT'S EASY 
TO MAKE 3-D SIGNS 


CORK 


WITH Graforel {res 


@ Ready-gummed, just moisten and apply 

@ Will hold securely to any dry clean surface 

@ 12 faces in 16 sizes from 3/16” to 4” 

@ Can be used in natural cork 

@ Takes all types of paint in any color 

@ Buy in 100 or 300 letter fonts 

@ Letters can be purchased individually 

@ For display, exhibits, movie titles, advertisers 





Your advertising mes- 
sage always shows. For 
an outstanding and 
complete line of new, 
top quality, low-cost 
advertising items write 
today to 


BERLEKAMP CORPORATION 


1322 Sycamore Street 





Write or phone for samples and catalog. 


GRACE LETTER CO., INC. 


77 FIFTH AVE., 
Dept. E 










NEW YORK 3, N. Y. 


WA 1-0850-1 
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proof® 


Every Monsen Black-on-White Impres- 
sion, or ‘‘etch proof,’' is pulled from 
new type. Special actinic ink on special 
paper, both developed by Monsen, help 
the camera reproduce the true type face. 
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Itis a precision kiss impression—hairline 
true—infra-red dried to prevent smear- 


nw 


ing. The ink even resists benzol. 
And your Art Department never loses 
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time cutting up and realigning these 
impressions. Monsen Black-on-Whites 
are pulled from locked-up forms and 
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are double checked on precision‘ ‘Crafts- 
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"* line-up machines. 
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For full informa a 
and a free sample 
Black-on-W hite Impression, 
just send card to... 


Monsen 


_ 





Pal Rae 


Chicago 11 

22 East Illinois Street 
Los Angeles 15 

928 Figueroa Street 
Washington 1 

509 F Street, N.W. 


MIO Sa 
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By M. F. McGrew 
Type Director 


Ketchum, MacLeod & Grove, Inc. 
Pittsburgh 


It is said that we use too much 
Futura, which most of us will readily 
admit. But why .. . and why not? 

Of course it is an excellent type- 
face. But in addition, it is so dog- 
gonned available. That must be ad- 
mitted as an important reason why 
it has been used to the extent that 
forward-looking advertising typog- 
raphers and artists are looking for 
other faces, at least for the sake of 
being different. 

Without considering hand-letter- 
ing or the various systems of photo- 
lettering, let’s look at what is avail- 
able in this and other serifless faces. 


>The accompanying Futura chart 
shows the extensive range of varia- 
tions in this family. (While there are 
minor differences between Futura, 
Twentieth Century, Spartan and Air- 
port, especially in the machine-set 
sizes—for nearly all practical pur- 
poses they are the same. However, 
for the most careful copy-fitting, it is 
sometimes necessary to distinguish 
between sources. But be careful- 
many composing rooms use the name 
Futura, or in some cases a corres- 
ponding name, regardless of the ac- 
tual source of their type.) 

Designed about 1927 in Germany 
by Paul Renner, the basic Futura 
design got off to a slow start in this 
country when available only through 
Bauer as an imported foundry type. 
Baltimore Type duplicated it under 
the name of Airport Gothic, but other 
domestic sources gave it strong com- 


WHICH WAY 
FROM FUTURA 


Futura has been one of advertising’s most popular faces for 


the past quarter-century ... but it isn’t always the 





petition with various other sans-serif 
designs. 

But when Monotype cut it as 
Twentieth Century, Intertype dupli- 
cated it under its original name, 
Linotype and finally American Type 
Founders slightly modified it as 
Spartan ... the race was on. These 
companies vied with each other to 
produce additional weights and 
widths, until now it approaches the 
vast Cheltenham family in number 
of varieties. This production by vari- 
ous companies makes it available to 
almost any composing room, regard- 
less of its type source, and therefore 
about as “universal” a face as there 
is. 


> Most of the popular older gothics, 
which have recently regained con- 
siderable popularity, are in the 
Franklin-Alternate-News Gothic 
classification. Actually, there are two 
design groups in this general group. 

Call the first group Franklin. 
Franklin Gothic itself is made in one 
weight only, in four widths—regular, 
Condensed, Extra Condensed, and 
the new Wide—and also in regular 
Italic. 

Although bearing a different 
name, News Gothic is as closely re- 
lated to the Franklins as similar 
weights of Futura are to each other. 
Or at least two widths are—the regu- 
lar and Condensed. (Extra Con- 
densed has slipped over into the next 
group.) Also in this family are two 
other faces that are seldom seen now. 
Monotone Gothic could easily get by 
under the assumed name of News 
Gothic Wide, while Lightline Gothic 


is a lighter version of News. 


>The second group is most readily 


right answer when a serifless face is required. 





distinguished by straight-sided 
round letters. Heading this group, 
Alternate Gothic itself is made in 
three widths, numbers 1, 2, and 3. 
The name is derived from the idea 
of having alternate choices of the 
same design to fit the width require- 
ments of various layouts. Monotype 
has recently brought out an italic 
for Alternate No. 2, which can be 
used well enough with 1 or 3 also. 
Add to this group the stray from 
group one—News Gothic Extra Con- 
densed, which has the characteristics 
of Alternates rather than of the 
Franklins and other News Gothics. 

It is a little known fact that the 
Franklins, Alternates, and News 
Gothics were all originated by Mor- 
ris Benton, an American Type Foun- 
ders’ staff designer who also gave 
us the standard American adapta- 
tions of Bodoni, Cloister, Garamond 
and a number of other important 
faces. 

Now these are all good faces, and 
can be used to give excellent re- 
sults. The big arguments against 
them are their limited range of 
weights and widths, and their more 
limited availability, as compared to 
the Futuras. But make the best of 
what is available from your sources. 


>The Square Gothic shown in the 
chart, another comparatively rare 
face, is included here as the nearest 
approach to a medium-weight face 
in a normal width, similar to the 
Franklins. 

A hanger-on to this group, Gothic 
Condensed (or Tourist Gothic) with 
its Italic, is called Franklin Gothic 
Condensed by some type 
While it has a certain amount of use- 
fulness, especially where 


houses 


“sock” is 
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ABBREVIATIONS 


A—American Type Founders 
AC—Anmsterdam Continental 
B—Bauer Alphabets 
Balt—Baltimore Type 
i—Intertype Corp. 
L—Mergenthaler Linotype Co. 
Lu—Ludlow Typograph Co. 
M—Lanston Monotype Corp. 
K—Klingspor Typefounders 
*——Indicates Roman and italic 


FUTURA 


Airport Black—Balt 


Spartan Extra Black—A 
Twen. Cen. Ultrabold—M 


Twen. Cen. Ultrabold Italic—M 
Airport Broad—Balt 
Twen. Cen. Ultrabold Extended—M 


Futura Bold—B, | 
Spartan Black—A, L 
Twen. Cen. Extrabold—M 
Airport Bold—Balt 


Futura Bold Oblique—B, | 
Spartan Black Italic—A, L 
Twen. Cen. Extrabold Italic—M 
Airport Bold Italic—Balt 


Futura Bold Cond.—B, | 
Spartan Black Cond.—A, L 
Twen. Cen. Extrabold Cond.—M 
Airport Bold Cond.—Balt 


Spartan Black Cond. Italic—A, L 
Twen. Cen. Extrabold Cond. Italic—M 
Airport Bold Cond. [talic—Balt 


Futura Demibold—-B, | 
Spartan Heavy—A, L 
Twen. Cen. Bold—M 
Airport Semi-Bold—Balt 


Futura Demibold Oblique—| 
Spartan Heavy Italic—A, L 
Twen. Cen. Bold Italic—M 
Airport Semi-Bold Italic—Balt 


Spartan Heavy Cond.—L 


Spartan Bold—tL 
Spartan Bold Italic—L 


Futura Medium—B, | 
Spartan Medium—A, L 
Twen. Cen. Medium—M 
Airport Gothic—Balt 
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Sans-Serif Faces 


Author M. F. McGrew has prepared the following chart to enable 
interested admen to catalog available sources of sans-serif faces. 






Each grouping represents similar faces available from different 
sources. Although all of the faces may not be entirely identical, they 





Futura Medium Oblique—B, | 
Spartan Medium Italic—A, L 
Twen. Cen. Medium Italic—M 
Airport Gothic Italic—Balt 


Futura Medium Cond.—B, | 
Spartan Medium Cond.—L 
Twen. Cen. Medium Cond.—M 
Airport Medium Cond.—Balt 


Twen. Cen. Medium Cond. Italic—M 


Futura Book—B, | 
Spartan Book—L 
Twen. Cen. Book—M 


Futura Book Oblique—! 
Spartan Book Italic—L 
Twen. Cen. Book Italic—M 


Spartan Book Cond.—L 


Futura Light—B, | 
Spartan Light—L 
Twen. Cen. Light—M 


Futura Light Oblique—B, | 
Twen. Cen. Light Italic—M 
ALTERNATE GOTHICS 
Alternate Gothic No. 3—A, M 


Alternate Gothic No. 2—A, M 
Gothic No. 20—L 


Alternate Gothic No. 1—A, |, M 
Gothic No. 19-——L 
Condensed Gothic—Lu 


Alternate Gothic Italic—M 


News Gothic Extra Cond.—A 


FRANKLIN-NEWS GOTHICS 


Franklin Gothic—A, L, !, M, Lu 
Gothic No. 16—L, I 


(In some sizes and combinations, Gothic 
No. 16 more closely resembles Franklin 
Gothic Cond.) 


Franklin Gothic Italic—A, L, | 

Franklin Gothic Wide—A 

Franklin Gothic Cond.—A, M 

Franklin Gothic Extra Cond.—A, L, M, Lu 
Square Gothic—Lu 


News Gothic—A, M 
Record Gothic—Lu 


are close enough to be used as substitutes for each other. 


News Gothic Cond.—A, M 
Record Gothic Cond.—Lu 
Gothic No. 18—L 


Gothic No. 17—L 
Monotone Gothic—A 


Lightline Gothic—A 


OTHER SANS-SERIFS 


Tempo (Lu) Light,* Medium,* Bold,* Heavy,* 
Black,* Medium Cond., Bold Cond.,* 
Heavy Cond.,* Black Cond.,* Black Ex- 
tended 


Bernhard Gothic (A) Light,* Medium,* 
Heavy, Extra Heavy, Medium Cond. 


Kabel (K) Light, Medium, Bold, Heavy, 
Bold Cond. 

Sans-Serif (M) Light,” Medium, Bold, Extra- 
bold,* Light Cond., Medium Cond.,* 
Extrabold Cond. 


Vogue (I) Light,* Bold,* Extrabold,* Light 
Cond., Medium Cond., Bold Cond., Extra- 
bold Cond.* Bold Extra Cond. 


Metro (L) -thin, -lite,* -medium,* -black* 
Stellar (Lu) Light, Bold 


Erbar (L) Light Cond., Medium Cond., Bold 
Cond. 


Goudy Sans-Serif (M) Light,* Bold 


Nobel (AC) Light* 


NEWER DESIGNS 
Venus Light Extended—B 
Venus Medium Extended—B 
Venus Bold Extended—B 
Venus Extrabold Extended—B 
Venus Light Italic—B 

Venus Medium Italic—B 
Venus Extrabold Italic—B 
Topic Medium—B 

Topic Bold—B 

Topic Medium Italic—B 
Topic Bold Italic—B 


Futura Display—B 
Airport Tourist—Balt 






























required, it doesn’t really belong to 
the Franklin family. 


> Tempo, designed by R. Hunter 

Middleton, has remained the prin- 

cipal sans-serif design of Ludlow. " : 

While it has been made in quite a classic combination 
number of weights and widths, some 

of them pretty close to Futura, there ey 
is less uniformity between them. Al- 
together, it can’t be considered an 
entirely satisfactory substitute for 
Futura. 

When Lucian Bernhard came to 
this country from Germany, shortly 
before World War II, he was com- 
missioned to design Bernhard Gothic 
as American Type Founders’ early 
answer to the invasion of the Futura 
and Kabel designs. It was never cut = ; rT; 
for machine composition, and is much a f x 
less generally available than the PPh 7 ad - 
Futuras. While it is a very good face 
for many uses, it has too many od- 
dities for steady use. 

Kabel, designed by the German - BITE ay LCS V V - DD Es 
Rudolf Koch, appeared just about 
the same time as Futura, and made 
a bigger initial splash, but merci- venus extended 
fully has just about disappeared by 
now. Although not a bad design, it 
seldom got the extra-careful spacing 














neuibal te dhew tt» ened alvebiem. New designs by Bauer Pe, ogee 
Several other sans-serif families. individually or in combination. The simple 
including Stellar, Goudy Sans, and beauty of Venus Extended—the classic quality 









Erbar, are available, but are not 


of Hellenic Wide puts these two fine types on 
widely used. Also in this category P yP 







are various older gothics, which have the must list for those who demand the finest. 
somehow stayed on the “available” : : 

list, but which have better counter- When yon specify type—specity Bauer. 
parts in other designs detailed above. 

And, of course, some printers and For complete specimens and sizes, write on your letterhead to: 
typesetters have a few types that 

have been imported, or have been BAUER ALPHABETS, INC. 








discontinued by domestic manufac- 
turers, or are not generally avail- 
able for other reasons. er te eBay SRS ane Vanes Setenges 


235 EAST 45th STREET, NEW YORK 17, N.Y. VA 6-1263-4 




















>What’s the moral of all this? 
Simply that Franklin-Alternate- 
News Gothic is the only important 
substitute for Futura. As mentioned 
before, this is a good group of faces, . . » for more details circle 559, page 121 
and can give excellent results. But : 
because of the more limited avail- 
ability, it is much more important to 
build a layout around what is ob- 
tainable, than to trust to finding 
something to fit any layout, as can 
more often be done with Futura. 

But if we get away from the idea 


All the Way for Every Ad 
of substituting for Futura, new pos- 


sibilities have recently been intro- mY 

duced. When Paul Renner developed on Tye Con Bj ears Be 
the Futura series, he threw in a 

couple extra faces that had no rela- 
tion, other than the name, to the J. M. BUNDSCHO, INC., Advertising Typographers 
rest of the family. One of these was 
Futura Display, a heavy design based 
on round-cornered rectangles. Re- 
cently he has redeveloped this idea 
in the Topic series—now improved 
and extended to lighter designs, in- 
cluding italics. 





180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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| Champagne 
ads... 
on a 


they’re yours with 


FILMOTYPE 


Just about every ad man with 
an eye for profitable figures 
and quality headings is on 
the trail of Filmotype . . . as 
a user or user-to-be. To put it 
in the down-to-earth language 
of dollars and cents, Filmo- 
type’s 800 styles and sizes of 
quality hand lettering and 
type can provide all impor- 
tant ‘‘oomph’”’ for any ad 
material—and saves money 
doing it! 


Filmotype’s “’Pay-as-you- 
profit” Plan is a proved 
institution. It means. . . 


NO INVESTMENT 


--- IF VOU USE 
$45 A MONTH WORTH OF 
HAND LETTERING and 
DISPLAY TYPE COMBINED! 


See Filmotype’s time, work 
and money-saving abilities in 
person. Write for a FREE 
demonstration and complete 
details today. 


Dept. AR 


FILMOTYPE 


60 W. Superior St. * Chicago 10, Ill. 
4 W. 40 St. + New York 18, N. Y. 
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Best answer in type to the wide 
gothics that have become popular 
with lettering artists is probably the 
Venus Extended family, available in 
four weights ranging from light to 
extrabold, and including three italics. 
Basically an old-time gothic or gro- 
tesque style, it has been polished up 
to fill the demand for the new “wide 
look.” 

Now what can the adman do? 
Principally, stay out of ruts—don’t 
always use the most readily avail- 
able type. Dig into the type books 
of your regular sources of composi- 
tion—and your irregular sources, too. 
Then build layouts around the most 
appropriate faces. You may find some 
unexpectedly worth while designs— 
you may even start a new trend! 44 


21 Faces, Borders 
Added to Artype Line 


Twenty-one new forms have been 
added to its list of more than 800 
items, according to a new folder by 
Artype (Chicago). The folder shows 
real-size reproductions of the new 
forms with directions for ordering. 

Included among 21 new forms of- 
fered by the company are borders, 
modern hand-lettered caps, script, 
sans serif and “horse and buggy” 
faces. All characters are printed on 
the underside of transparent, self- 
adhering acetate sheets, with a guide 
line below each character for experi- 
mental positioning. 

Artype, including the new forms 
illustrated in the folder, comes in 
10x14” sheets, numbered to make 
ordering easy. 


518 on the 
Service Card inside back cover 


Bullard Publishes New 
536-Page Type Directory 


There are type books and type 
books, but one of the most outstand- 
ing volumes ever produced has just 
been issued by Howard O. Bullard 
Inc. (New York). Called “Bullard’s 
Alphabets,” the 536-page loose-leaf 
volume contains over 2,200 different 
fonts of Linotype, Monotype, Ludlow 
and foundry type, ornaments, deco- 
rative material and over 50 of the 
latest photolettering styles. In addi- 
tion, there is a special section on 
“Hints for Better Typography.” 

Described by Ralph Specce, Bul- 
lard president, as “the most complete 
book of its kind ever published in 
New York,” the 12x9” oblong vol- 
ume is bound in a rigid overhanging 
loose-leaf binder. Each body face and 
size is presented in a paragraph of 
specimen copy as well as a complete 
alphabet, with a character-per-pica 
count. All display faces have full cap- 


For your copy circle Nc 
Reader's 
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Giant Type Book . . This 536-page 
loose-leaf book showing over 2,200 dif- 
ferent fonts of type has been published by 
Howard O. Bullard Inc. (New York). 


ital and lower case alphabet show- 
ings. 

A handy typewriter face gauge at 
the foot of each of the body face 
pages serves as an aid for fast and 
accurate copycasting. The pages may 
be snapped in and out quickly for 
tracing or comparison. 

The book will sell for $35, includ- 
ing the seven-ring binder and pro- 
tective carton. The purchase price 
will be refunded to type buyers who 
purchase $500 or more in typography 
from Bullard within a year after 
purchase. 

A 16-page brochure, outlining the 
volume’s complete contents and 
showing sample pages is available. It 
includes the section on “Hints for 
Better Typography.” 


For your copy circle No. 519 on the 
Reader’s Service Card inside back cover 


Advertising Techniques 
Add Life to Civic Report 


By applying advertising tech- 
niques to a civic report the Randolph, 
N. J., Township Planning Board went 
a long way towards insuring higher 
readership more than is customary 
with such usually prosaic collections 
of statistics. 

The planning board farmed out 
production of its planning report to 
Kniep Associates, an eight-man in- 
dustrial agency located in Randolph 
Township. 

The resulting report was a self- 
mailing folder complete with an 
aerial view of the township con- 
trasted with scenes of a typical un- 
named community showing the ef- 
fects of lack of planning. 


>Folded, the report is 614%4x9’. The 
outside fold bears the title, “Facts 
About the Present to Help Plan for 
the Future of Randolph,” and the 
multiple address, P. O. Box Holder, 
Rural Box Holder, Householder, 
Dover, N. J. 

Opened to the 9x1214” fold, the re- 
port shows photographs representing 
planning vs. no planning, and the 
next fold — 121%2x18” — contains two 







































Unum Sed Leo... 


In the fable, some of the jungle animals were boasting about 
the size of their litters. When the King of Beasts was questioned, 
he roared proudly, ‘One, but a lion!’’ The Advertising Typographers 
of America, Inc., might use that as a slogan. ATA members 
are few in number but they are ATA! 









You see, in America there are thousands of typesetting shops. 
America’s myriad publications require a tremendous amount of 
typesetting. Yet in spite of this vast army of compositors, 
just 72 typographical firms which make up ATA set the majority 
of the nation’s fine advertising. What better proof of quality 
over quantity? ATA members are recognized by the leading 
buyers of typography as master craftsmen who can be trusted 
at all times with the most intricate composition. They know that 
every ATA member must subscribe to a Code of Ethics 
which assures superlative workmanship, fair dealing and lowest 
possible costs. These canny buyers know, too, that to belong 
to this group, a typographer must meet certain high standards 
of plant, equipment, expert personnel, modern type inventories. 


More and more ATA customers are learning these truths 
about ATA. They find that an ATA firm is not only better 
equipped in every way to do fine work, but is just 
as anxious as you are to keep costs down. 
If that sounds like a pretty bold statement, here’s one way 
to find out. Phone your nearest ATA member to send 
a representative. You'll discover it is a long step 
toward solving your typesetting problems. 






ADVERTISING TYPOGRAPHERS ASSOCIATION 


Executive Offices: 461 EIGHTH AVE., NEW YORK CITY - GLENN C. COMPTON, Executive Secretary 





AMERICA, INC. 




















AKRON, O. COLUMBUS, O NEW YORK,N. Y. NEW YORK,N. Y. (Cont'd) 
The Akron Typesetting Co. Yaeger Typesetting Co., Inc. Ad Service Company Supreme Ad Service, Inc. 
ALBANY, N. Y. DALLAS, TEX. Advertising Agencies’ Service Co., Inc. —-Trj-Arts Press, Inc. 









Composition Corporation Jaggars-Chiles-Scovall, Inc. Advertising Composition, Inc. Typographic Craftsmen, Inc. 


ATLANTA, GA. Artintype, Inc. The Typographic Service Co. 






















Higgins-McArthur Company DAYTON, O. Associated Typographers, Inc. Vanderbilt-Jackson Typography, Inc. 
BALTIMORE, MD Dayton Typographic Service Atlas Typographic Service, Inc. ust FE. Volk. tac. 
The Maran Printing Co. DENVER, COLO. cae Zone ign Inc. NEWARK, N. J. 
The » > 1¢ omposing oom, inc. Barton Press 

TON. MASS. The A. B. Hirschfeld Press 
The Berkeley Press DETROIT, MICH Composition Service, Inc. William Patrick Co., Inc. 
H. G. McMennamin heal sila —_ Diamant Typographic Service, Inc. PHILADELPHIA, PA. 
BUFFALO, N. Y The Thomas P. Henry Co A. T. Edwards Typography, Inc. Walter T. Armstrong, Inc. 
Axel Ed ; S. hl Typographic oad if Mc ee Co. : Empire State Craftsmen, Inc. Alfred J. Jordan, Inc. 

Axel Edw. Sahlin Typographic red C. Morneau Co. Graphic Arts Typographers, Inc Progressive Composition Co 
Service George Willens & Co. ans » Inc. Proj 0 . 
= \ Huxley House Typographic Service, Inc. 

ae ae Me —_—— INDIANAPOLIS, IND. : Imperial Ad Service PORTLAND, ORE. 
The seciieians Cann ; The Typographic Service Co., Inc. King Typographic Service Corp. Paul O. Giesey Typographer 
Hayes-Lochner, Inc. KALAMAZOO, MICH Lino-Cratt Typographers, Inc. ST. LOUIS, MO. 
Runkle-Thompson-Kovats, Inc. Claire J. Mahoney Master Typo Company Warwick Typographers, Inc. 
Frederic Ryder Company LOUISVILLE, KY. Morrell & McDermott, Inc. SEATTLE, WASH. 
CINCINNATI, O. The J. W. Ford Company Gus ©. Olsen The Deers Press 
The J. W. Ford Company Frederic Nelson Phillips, Inc. Frank McCaffrey’s 

a MILWAUKEE, WIS. Philmac Typographers, Inc. 
CLEVELAND, O. pograp SYRACUSE, N. Y. 


Arrow Press ral Typographe : cn . 
Bohme & Blinkmann, Inc. , Royal Typographers, Inc. Syracuse Typesetting Co., Inc. 


Schlick-Barner-Hayden, Inc. MINNEAPOLIS, MINN. Frederick W. Schmidt, Inc. TORONTO, CANADA 
Skelly Typesetting Co., Inc. Duragraph, Inc. Harry Silverstein, Inc. Cooper & Beatty Limited 
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Type tells 
the story 


An ophthalmologist uses type to test visual acuity—advertisers 


use it to sell merchandise. Either way type is entrusted with 


this important function. Let Service Typographers help make 


type get across your sales message intelligently and quickly. 


See for yourself what you can do through planned typography 


that results in ads and mailing pieces that sparkle and sell. 


Call Service Typographers today and get a head start toward 


increased business through type that tells the story. 


ea 


BT Te 


Body copy is set in 11 pt. Plantin (110) 





setting is still an Art 





Sa TH AU a 


723 SOUTH WELLS ST., CHICAGO 7, ILL. 


ARTISTS, AD MEN | 


COPYWRITERS- 
STOP GUESSING! 


e See how the revolutionary new 
HABERULE Visual Copy-Caster 
makes your job easier, quicker, 
more accurate than ever! 









HABERULE now features alphabet lengths of 
29 most commonly used type faces—in caps 
and lower case—all keyed for instant copy-fitting. 
With just a flip of the finger, you not only see the 
type from which you can select the design and size 
you need but you can fit your copy at the same in- 
stant! Over 800 machine and foundry type faces 
are also listed—in every size from 4 to 18 point. 
Never before has this service and convenience 
been offered—all in one single, self-contained unit. 

Send for your new, completely revised, 6th 
edition of the Haberule now! Beautifully printed 
in 2 colors. Handsome silver-embossed covers, 
plastic bound. Yellow Vinylite 
type gauge included. 


Only $7750 
COMPLETE 


MONEY-BACK 
GUARANTEE 


At artist 


supply stores 
or direct: 


The HABERULE Co. 
Box R245 + Wilton, Conn. 
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AR Reaches Out... 


to more advertising agencies than any other 


publication. If you sell advertising services, 


equipment or supplies to or through agencies 


AR is All Right... For You 





IT'S NO CRIME TO SAVE 
SELLING TIME £ 


Your own comic books 
can tell your sales story 
faster and clearer. 

Ask Harvey how! 


Write PROMOTION COMICS DIVISION for somples 


HARVEY FAMOUS NAME COMICS, INC. 
1860 BROADWAY NEW YORK 23,N.Y. JUdson 2-2244 


NN va 
Let us prove how the 
WORLD’S HANDIEST TYPE BOOK 


saves you 40 minutes a day.. 


If you specify type, send us a postal 
and we will mail you a copy for 
ten days free trial. Use the 389 
transparent overlay alphabets on 
your own work. It is free if you 
place $100 worth of work with us. 


F. H. Bartz 
112 W. Kinzie St., Chicago 10, Ill. 


ve NJ 


. for more details circle 557, page 121 
















large aerial views of Randolph Town- 
ship and an unplanned, unnamed 
community. The actual report, usual- 
ly presented in booklet form, is four 
24-pica columns of text, graphs, 
charts and figures presented on the 
1814x25” fold and is notable because 
it is easy to read and offers the entire 
information on a single page. 

The inside spread — 25x36” — con- 
tains a land-use map of the township. 
Here again, the advantage of the 
folder, which presents the map in 
18x36” format as opposed to the con- 
ventional small format incorporated 
in a typical booklet, is seen. The map 
includes every dwelling, man-made 
structure, road and body of water in 
the township, and is on a scale of 10 
miles to an inch. 44 
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Amsterdam Imports New 
Informal Script Face 


One of the most unusual type- 
faces to be imported from Europe is 
now available from Amsterdam Con- 
tinental Types & Graphic Equipment 
Inc. (New York). Called “Mistral,” 
the new face is an extremely infor- 
mal script face designed by the 
French artist, Roger Excoffon. 

Now available from stock on the 
American point body, Mistral has no 
kerns to break off. The naturalness 
of the face is enhanced by several 
alternate characters supplied with 
each font. It is available in 12, 14, 18, 
24 (both small and large face), 30, 
36, 48, 60 and 72-point sizes. 

A distinguishing feature of the 
new Amsterdam face is its set of 
caps, which can be readily used for 
informal all-cap headings. Specimen 
sheets are available. 


For your copy circle No. 520 on the 
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TYPE TIPS BY LINOTYPE 


Sans-serifs with style 


There will always be a place in 
printing for condensed sans-serif 
faces. Their utility for everything 
from the smallest labels to wide- 
open fashion advertising is undeni- 
able. But the style of some forms 
often leaves something to be de- 
sired. That’s why we'd like to focus 
your attention for a moment on 
four of Linotype’s best sans-serifs — 
Gothics 17, 18, 19 and 20. 


A freer hand 


Notice that the letters of the Goth- 
ics have been drawn with a freer 
hand than most of the sans-serifs. 
They're less mechanical, less geo- 
metric looking than their relatives. 

Stripped down to their essential 
letterform, they still have style. And 
even though they are suitably con- 
densed, they do not present that 
“pinched” look noticeable with so 
many condensed faces. 


LINOTYPE faces are standard 123 
LINOTYPE faces are standard 123 


Gothic No. 19 


LINOTYPE faces are stan 123 


Gothic No. 18 


LINOTYPE faces are stan 123 


Above specimens are 14 point 


This free-hand simplicity gives 
the Gothics an unusual kind of ver- 
satility. In fashion or cosmetic ads 
they have elegance without gaud- 
iness. In retail display they are 


THE GOTHICS 


prominent and hard-working with- 
out being buckeye. 


Getting down to cases 


Just compare No. 17 and 18 for a 
moment. You'll notice that the chief 
difference is one of compression, 
with No. 18 having a shade more 
color. In 24 pt., the difference in 
alphabet length is about 11%. 


“The Gothics are good 
for tight spots, too.” 


The heavier forms, No. 19 and 
20, have been paired up with the 
lighter letters. Alphabet lengths for 
each pair are identical, and we’ve 
put light and heavy letters on the 
same matrices—No. 17 with 19, and 
No. 18 with 20. 

This makes things very conve- 
nient— and economical—for you. 


Good for tight spots 


In the smallest sizes, these clean- 
cut, highly condensed faces repro- 
duce well by lithography. They are 
naturally prescribed for maximum 
readability on bottle labels, pharma- 
ceutical directions, package labels, 
mail order copy and catalog work. 


When you have to pack 70 or 80 
words into a space the size of an as- 
pirin box, the Gothics offer clarity 
with compression, and the oppor- 
tunity to vary emphasis and con- 
trast without wasting a point of 
space. Where several sizes of one 
label are needed, the Gothics offer 
you a graduated series to give you 
the range you need. 

Of course, the same advantages— 
and the economy of Linotype com- 
position—apply for catalog work, 
small space advertising, and mail 
order copy where utility and reada- 
bility are the watch words. 


Text to display 


These Gothics are available from 6 
pt. up, so when you're looking for a 
compact text face or a smart dis- 
play face, ask for Linotype Gothics 
No. 17-19 and 18-20. 


Now—for convenient use 
in your own home 


The Question-Answerer 
NEW LANGUAGE DICTIONARY 


You and your family can now have 
the permanent pleasure and advan- 
tages of referring conveniently, in 
your own home, to one of the world’s 
greatest reference works: 


New Language Dictionary: Third Edi- 
tion, 600,000 words, 3,000 pages, 
11,000 illustrations; biographies and 
geographical data. $35. 


Send for free booklet today! 


Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N. Y. « LINOTYPE - 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 
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Nothing Stuffy 


Dallas Bank’s Promotion Campaign Uses 
Contest, Booklets to Achieve Objectives 


Banks may be “stuffy” institutions 
in some parts of the country—but not 
down Texas way. There is, for exam- 
ple, the Republic National Bank of 
Dallas, a bank with a “new business” 
campaign that’s a triple threat to 
stuffiness anywhere. 

Republic’s “new business” cam- 
paign is a three-way affair that seeks, 
and achieves, three objectives: 

e More business. 
e High level customer relations. 
e Employe participation. 

Goals of the campaign are 2,500 
new checking and/or savings ac- 
counts and $10,000,000 in new depos- 
its. Participants are “all members of 
the Republic family.” 


>As for prizes—they range all the 
way from a new 1954 Ford Victoria 
to bi-weekly cash awards. All in all, 
there are 93 prizes worth $13,800 and 
they are divided as follows: 

e 90 prizes for employes only and 
worth $10,550. 

e Three prizes for officers, worth 
$2,250. 

e $1,000 for team prizes. 

There’s an extra bonus of 60 days 
in extra vacation time—10 days to 
each of six winners, three employes 
and three officers. 

Employes are urged to sell new 
customers one or more of the many 
services of the bank and are re- 
minded that, “You are the center of 
a circle of relatives, friends, neigh- 
bors and acquaintances. Not all of 
them are now customers of the Re- 
public. Within this circle, you are a 
center of influence. Here, you can sell 
your ideas most effectively. So this is 
the place to begin. Remember, each 
member of your immediate circle is 
also the center of another circle of 
his or her own personal associates. If 
you sell your friends, they will help 
you sell their friends.” 


>It is pointed out that prospects for 
new business include: 

Trades people. 

Doctors. 

Lawyers. 

Neighbors. 

Friends. 

Relatives. 

Churches and their organizations. 
Clubs and their membership. 


@eeeeee#e?es 


An important sales tool in the cam- 
paign is a dressy booklet, “This is 
Your Republic,” which briefs new 
customers on the major retail serv- 


ices of the bank. The booklet, which 
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takes its name from an advertising 
slogan of the bank, is 16 pages, 
3%4x7", and is illustrated with light 
line drawings and in three-color. 
Copy is tightly written and is limited 
to less than 100-word descriptions of 
nine of the bank’s services. 


>A typical page is broken up into 
three units. The upper 134” is set off 
with a thin, horizontal rule in yellow 
with the page number in wide type 
14%” high, also in yellow. Both left 
and right hand page numbers are set 
in close to the gutter, and the page 
title type bleeds into or out of the 
page number, as the case may be. 

The bottom 134” of each page con- 
tains a cartoon-type line drawing il- 
lustrative of the service described 
and balance is achieved with a wide, 
vertical rule, also in yellow, set close 
to the outside margin. 

The short description of the bank 
service takes up the center of the 
page, leaving plenty of white space 
for high visibility and easy readabil- 
ity. Red and yellow are used on the 
cover of the booklet, while the bank’s 
seal, which is similar to the seal of the 


old Texas Republic, is reproduced on 
the back. 


>A second booklet, “Going Places,” 
is designed for employes and includes 
facts about the contest, lists of prizes, 
methods of scoring, rules, sugges- 
tions for prospects, etc. The booklet 
is 334x612”, two-color, and also has 
16 pages. Space is provided on the in- 
side front cover for the employe’s 
name, his contest team number, his 
quota in new business and the 
amount of new business he must ob- 
tain to qualify for grand prizes. Three 
pages at the back are ruled to allow 
space for listing names of prospects. 


> The contest rules published in the 
booklet provide an effective guide for 
others planning a similar contest: 


1. Prizes will be awarded to those 
employes and officers who attain the 
highest weighted percentages of their 
assigned quotas. Quotas are weighed 
on the basis of 25% for number of 
accounts and 75% for dollars of aver- 
age balance. 


2. Earned percentages of quota will 
be calculated on the basis of the 90- 
day average balances of new ac- 
counts from the day they open. 


3. To be eligible for these prizes: 












All About the Contest .. . This colorful 
booklet (right) put out by Republic gives 
all the rules of an employe contest, lists 
the prizes, tells the methods of scoring, 
etc. Pages in the back of the booklet en- 
courage the employe to line up his pros- 
pects, and space is provided for listing 
them. The bank also puts out an attrac- 
tive booklet (left) for customers, which 
introduces the bank and describes its nine 
special services. 


Non-public-contact employes must 
have secured a minimum of 10 eli- 
gible accounts which remain on the 
books at least 90 days and $10,000 in 
new deposits. 


4. Public-contact employes and of- 
ficers must also secure 10 eligible ac- 
counts which remain on the books at 
least 90 days and the following in 
new deposits (the list ranges from 
$15,000 for public contact employes 
to $125,000 for members of the execu- 
tive committee). 

For example, if your quota is 10 ac- 
counts and $10,000, each account you 
secure is worth 2.5% of your total 
quota and each $100 of average bal- 
ance is worth .75% so that if you re- 
ceived 10 accounts and $15,000 your 
percentage of the quota, weighted, 
would be 137.5%. Or, if you are a vice- 
president, each account will still rep- 
resent 2.5% of quota... but each 
$100 of balances would represent 
only .075% of quota since your dollar 
quota is $100,000. If you get 15 ac- 
counts and $130,000 of average bal- 
ances your weighted percentage of 
quota would be 135%. 


5. Team prizes total $1,000 (officers 
will not participate). Every employe 
and every officer of the bank will be 
assigned to a team, however. The 
team prizes will be awarded to the 
three leading teams at the end of the 
drive, based on the highest total of 
points accumulated by all members 
of the team. These awards will be 
distributed or used by each team in 
any way the majority of the team 
may decide. 44 





; 


’ 


ie 


ee ‘ 
— ~ 
' 
oe 





a fi 
ie 
» 
> 


Proof Positive 
for printing on 


FOIL 





One of the most unusual ads ever published in a consumer magazine has 


demonstrated conclusively that aluminum foil is a satisfactory printing 


surface, even under adverse conditions . . . and opened new avenues 


for admen. 


By Dick Hodgson 
AR Managing Editor 


Printing on metal is nothing new. 
It’s done every day of the week in 
all parts of the country. But the 
production of a full-color consumer 
magazine ad on aluminum is new. 

As reported in last month’s AR, 
the April issue of Better Homes & 
Gardens carried a full-color, two- 
page spread for Reynolds Metals Co., 
printed on aluminum foil by high- 
speed letterpress. This unusual ad 
appearing in more than four million 
copies of the magazine represents 
an important advancement. 

Foil laminated to paper is, in it- 
self, an already established printing 
stock. But it has previously been 
used for a relatively limited number 
of applications. Probably the major 
difficulty has been that too few pro- 
duction men and printers were will- 
ing to believe that it was an accept- 
able printing surface for fine quality 
work. 


>Chances are that the Reynolds’ 
Better Homes & Gardens spread will 
help to change this situation. It was 
printed under what have been con- 
sidered “impossible” conditions. Yet 
the quality of the finished product 
is definite proof that foil is a highly 
desirable stock for many jobs and 
can be printed by those who are 
willing to develop the know-how. 





It should be made clear that 
BH&G isn’t the only one who knows 
how to print on foil. There are 
many qualified printers who have 
developed the required know-how. 
But it isn’t always practical to 
locate or use one of these specialists, 
particularly if the job to be printed 
on foil is only a part of an over-all 
piece or if tight deadlines are re- 
quired. 

Thus, it will be to the benefit of 
admen if their “regular” printers 
are in a position to turn out jobs on 
foil when desirable. 


>The precedent setting Reynolds ad 
was the first printed on aluminum 
foil to appear in a mass circulation 
magazine. It cost $135,000, making it 
the most costly per-page ad in pub- 
lishing history. 

The ad was produced under the 
supervision of David F. Beard, 
Reynolds’ general director of adver- 
tising, and William Dasheff, Reyn- 
olds account executive at Buchanan 
& Co. (New York). 

The following points were ex- 
tremely important in preparation of 
this particular ad: 

1. Creation of a layout which would 
provide the best display and use of 
the Reynolds Wrap itself. 

2. Preparation of art adaptable to 
the layout. 

3. Photography which would show 
to best advantage the food item (a 


ham baked in Reynolds Wrap) and 
the aluminum foil itself, plus pack- 
age identification. In the photog- 
raphy, it was important that the 
foil, when exposed before the bright 
lights, should not absorb too much 
of the light, causing the print to 
come up with “black spots.” At the 
same time, it was necessary to guard 
against “light bounce” from the 
foil, which might make for a light, 
foggy print. 


>It was decided to reproduce from 
an acceptable carbro with only such 
retouching as absolutely necessary 
for improving or facilitating plate 
making. The job was given to a reg- 
ular engraving house, Bingham En- 
graving Co. (New York). It was 
determined that plates should be 
made exactly the same as those pre- 
pared for use on paper stock, with 
this one exception: 

e The job would have to be printed 
in five colors—four process colors 
plus a white key plate. This white 
key plate would be used to cover 
with a “line white” (no screen) any 
of the foil area not required by the 
illustration to “come through” as 
foil. For example, the white “solid” 
or “line” key plate was used under- 
neath the ham illustration. Another 
example: a white key plate was 
used under the reproduction of the 
Reynolds Wrap carton, but the line 
plate was etched to permit the foil 
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Teamwork Spells Success . . 





























































Better Homes G& Gardens’ success with its aluminum foil 


ad was the result of excellent teamwork by everyone concerned with production, from 
advertiser and agency down to the pressroom and bindery. This production group from 
Meredith was the key element: (left to right) Leo Cramer, mailroom and bindery super- 
intendent; Tom Irwin, senior chemist; Verne Mauk, printing preparation superintendent; 
Bob Jolly, assistant production manager; Bob Spry, industrial engineering manager; Russ 
Parish, mechanical research manager, and Al Cole, pressroom superintendent. 


to come through the white key plate 
as required by the actual design 
of the box. 

According to Reynolds, any four- 
color engraving house can take any 
well-prepared illustration or photo- 
graph (carbro) and, following regu- 
lar four-color process methods, can 
produce a job which can be satis- 
factorily proofed on foil without 
special inks or preparation. 


>The ad was printed in Meredith 
Publishing Co.’s Des Moines plant 
on its regular letterpress equipment, 
on a foil-paper lamination. The ad 
consumed 1,800,000 yards of the foil- 
paper lamination, which was made 
from 180,000 pounds of Meredith’s 
regular paper stock and _ 57,000 
pounds of Reynolds aluminum. 

Foil used in the lamination was 
35/100,000ths of an inch thick. One 
pound of foil of this gauge provides 
29,200 square inches of printing 
surface. 

Laminating was done at one of 
the Reynolds plants. It should be 
entirely practicable and more eco- 
nomical for a publisher to add lam- 
inating equipment to his own opera- 
tion, Reynolds reports. 


> Despite the fact that it was Mere- 
dith’s first experience in printing 
on aluminum foil, the ad was printed 
at the rate of 850’ per minute (15,000 
impressions per hour), almost the 
maximum speed of the presses. 


Offen drying ovens, maintaining 
temperatures of about 500-600° F., 
were used. Splicing materials to 
withstand the heat have been de- 
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veloped by Reynolds, and flying 
pasters can be used to splice rolls 
on the rear ends of the presses, 
just as with standard paper stock. 

The use of aluminum foil in pub- 
lications mailed under a_ second- 
class permit was made possible by 
a recent reinterpretation of postal 
regulations. 

Reynolds anticipates that the 
BH&G foil ad will show such high 
readership and reader-impact that 
the use of aluminum foil for ads 
will provide an important new 
medium for advertising. The use of 
printed foil gives the advertiser of 
any metal product or foil package 
his first opportunity to faithfully re- 
produce the metal itself. In addition, 
the foil ad has high merchandising 
value for use as a mailing piece or 
for display purposes. The smaller 
aluminum -foil ad, Reynolds be- 
lieves, will be able to provide the 
impact now being attempted through 
the use of multi-page ads. 

Printing on aluminum foil gives 
the advertiser an entirely new range 
of colors. Transparent inks may be 
printed on the foil itself, allowing 
the foil to “shine through,” or they 
may be printed over white or other 
opaque inks, giving further color 
effects. 


>For Reynolds, the aluminum foil 
ad was, of course, a natural since 
the company is the nation’s second 
largest producer of aluminum and 
the world’s leading supplier of alu- 
minum foil packaging materials. 
Reynolds, itself, was probably the 
first to print on foil—by letterpress 








in 1921. The company also de- 
veloped high-speed rotogravure 
printing on foil in 1935, and since 
then has been the largest supplier 
of printed aluminum foil. It has em- 
ployed all known methods of print- 
ing on foil. 

Aluminum foil was first used for 
packaging candy, tobacco and chew- 
ing gum, and early uses were largely 
limited to either plain foil or foil 
laminated to paper. Constant ex- 
perimentation has led to high-speed, 
low-cost full-color printing of bil- 
lions of aluminum foil labels and 
packages annually. 


> Better Homes & Gardens drew 
heavily upon the experience of 
Reynolds in developing the know- 
how to handle its first aluminum 
foil ad. A complete history of the 
project has been released by BH&G: 

“In July 1954, Ed Meredith, vice- 
president & general manager, and 
Ed Sullivan, vice-president, Mere- 
dith Publishing Co., spent a day 
with David P. Reynolds, vice-presi- 
dent, general sales, Reynolds Met- 
als, in Louisville. Both were greatly 
impressed by the work that was 
being done in printing on aluminum 
foil for the packaging industry. 
David Reynolds suggested the pos- 
sibility of printing four-color ads 
on foil for inclusion in Better Homes 
& Gardens. There wes immediate 
interest on the part of Mr. Meredith 
and Mr. Sullivan. 

“On the following day in Des 
Moines, Mr. Meredith, Jerry Stouf- 
fer, director of production, and Russ 
Parrish, mgr. of mechanical re- 
search, spent considerable time 
evaluating the program and discus- 
sing the probability of carrying on 
such printing in our own plant. Mr. 
Meredith then made arangements 
for Perry Albaugh, press room su- 
perintendent, and Mr. Parish to visit 
the Reynolds printing plant in Har- 
rison, N. J. 


>“The Reynolds plants use only ro- 
togravure printing, which is, with- 
out doubt, the easiest method avail- 
able for applying ink to the foil. As 
is common with all rotogravure 
printing, they do have inter-color 
register problems which would be 
considered serious with fine register 
magazine-type printing. The roto- 
gravure presses which we saw at 
Harrison run three shifts, printing 
foil for the packaging industry. The 
use of foil in the packaging industry 
has increased tremendously and foil 
is now being used for such purposes 
as packaging Philadelphia Cream 
Cheese, Kellogg Cereals, butter, and 
oleomargarine. The Armed Forces 
were among the first to use foil on 
a large scale—particularly on over- 














seas shipments where moisture con- 
trol was a big problem. 

“We had a very interesting meet- 
ing in Harrison, which included key 
personnel from that plant and also 
Kenneth Greenwell, a foil-printing 
specialist from the Reynolds general 
sales office in Louisville. We learned 
that years ago the plant had done 
some sheet-fed letterpress work 
with foil mounted on heavy stock. 
They also knew of some similar 
work currently being done _ that 
way; in fact, all of the cartons for 
Reynolds Wrap sold for household 
use are printed letterpress by Rob- 
ert Gair & Co. near New York City. 


»“Since the stock is quite expen- 
sive and since we anticipated a high 
waste factor in web-fed printing by 
letterpress means, it was our first 
thought that initial runs should be 
limited to sheet-fed five-color Clay- 
bourn presses. 

“The personnel at Harrison were 
very helpful in discussing with us 
the many problems which would be 
encountered, and we learned much 
from our discussions there. 

“After reviewing the matter in 
Des Moines, it was agreed that we 
should carry on some experimental 
laboratory tests, sheet-fed press 
tests, folding tests, and bindery tests, 
in order to secure some idea of our 
ability to handle this stock. Due to 
the problems involved in attempting 
to feed sheets, we soon realized that 
printing on thin stock by sheet-fed 
presses was highly impracticable. 


>“We felt that folding troubles 
could be overcome and our bindery 
tests indicated no serious difficulties, 
providing the stock was folded into 
four-page signatures. The initial 
tests in the laboratory and on the 
proof presses gave us considerable 





Printing Muestone . . 


encouragement from the standpoint 
of ink lay—although we found much 
further work would be required for 
a production run. 

“Also, through our contact with 
ink companies, we learned of con- 
siderable work being done along 
these lines by the Shellmar-Betner 
Division of Continental Can Co., so 
following a visit from one of their 
representatives, Tom Irwin, senior 
chemist, and Mr. Parrish visited the 
plant in Mt. Vernon, O., in a further 
search for technical data. 

“During this preliminary period, 
our Post Office contact man, Ron- 
ald Wood, secured definite clearance 
from the postal authorities to insure 
that the inclusion of a forl ad would 
not violate postal regulations. 


>“Several months of experimental 
work preceded the first production 
line, and presented many problems 
which tried the patience of the most 
experienced personnel. 

“After it was determined that we 
should use web-fed printing, we 
secured an initial supply of stock 
for running two-streamer webs on 
a Cottrell five-color rotary. This 
press was selected because it could 
print the white base underlay along 
with four process colors and still 
use the open-type (Offen) drier. It 
was felt that the steam drum driers 
on other presses might have an 
adverse affect in marring the foil. 

“For testing purposes we selected 
ads which had run in the Septem- 
ber, October and November issues 
of Better Homes & Gardens and 
which used a type of copy that 
would prominently display the ad- 
vantages of aluminum foil printing. 
White plates were made for certain 
pages to compare the value of a 
white underlay with printing proc- 
ess colors on plain foil. 


~ set hee or ig. ie 
fed the emerge ep that Som 


ome 
ew’ herp grey on hes 
a 
Seno 


. This ad appearing in the April Better Homes & Gardens repre- 


sents a milestone in graphic arts progress. It was printed in five colors on aluminum foil 
laminated to rolls of 43 Ib. Multifect stock. 
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>“Materials . . . We had a consid- 
erable amount of experimenting to do 
in connection with the basic mate- 
rials required for this type of print- 
ing. Following is a summary of the 
major problems encountered, along 
with a partial review of the answers 
found to date: 


e “Printing Stock Reynolds 
laminates foil to many types of 
printing stocks. Our initial tests re- 
quired the use of several different 
papers laminated to .00035” alumi- 
num foil. We narrowed the field 
down to 35 lb. M & O Multiprime, 
and 43 lb. Multifect. We finally se- 
lected the latter, since tests of the 
35 lb. M & O Multiprime (which 
is not coated) did not give a smooth 
enough surface on the foil side for 
good printing. In this connection, it 
is desired to point out that when 
Reynolds uses stock coated on one 
side only, the coated side is placed 
next to the foil, even though the 
other side of the stock is also 
printed. It is rather surprising to 
realize that the thickness of alumi- 
num is less than % the thickness of 
the 43 lb. stock. 

“In rolling this aluminum foil, 
two sheets are rolled together with 
the result that one side of the sheet 
next to the roll is a dull or mat fin- 
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The Fifth “Color” . 


. . A special white 
ink had to be added to the normal four- 
color run for the aluminum foil ad to pro- 
vide a background for the process color 
illustration. 


nish. The side next to the adjacent 
sheet is a bright shiny surface 
which is normally used as printing 
surface. 


e “Coatings . . . When foil is lam- 
inated and re-wound into rolls, it 
is necessary to treat the foil surface 
during the laminating process. This 
is because chemical constituents in 
the paper adversely affect the alum- 
inum surface for satisfactory ink 
adhesion. 

“From the very beginning, Reyn- 
olds production people encouraged 
us to use a lacquered surface pri- 


A. HARTUNG & CO. 
506 Race St., Phila. 6 
MArket 7-5130 


32nd and Race Sts., Phila. 4 


In full color or rich blacks, menus, books, 
annual reports, limited editions, folders and 

art reproductions are enhanced by the velvet- cc 
smooth finish and off-white warmth of this 
handsome text and cover paper. 


The J. L. N. SMYTHE CO. 
2301 Cherry St., Phila. 3 


WILCOX-WALTER-FURLONG PAPER CO. 


CURTIS PAPER COMPANY 
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marily to eliminate or minimize 
smudging when two printed sur- 
faces would rub together through 
the handling of the magazine in 
process and in shipping. This was 
with the foreknowledge that the two- 
page spread would, of course, have 
adjacent surfaces in the closed mag- 
azine. 

“The first lacquered surfaces they 
submitted softened in the ovens and 
could not be used. Due to our se- 
lection of inks, it seemed more log- 
ical to change the lacquer used as a 
coating on the foil. Therefore, 
Reynolds sent a representative to 
Des Moines to review the problem 
with us. He brought many samples 
of various kinds of lacquered coat- 
ings, one of which could withstand 
the heat and which seemed to be 
ideally suited to our inks. A further 
test of two full rolls of such stock 
justified the opinion. 


e“Pasters In order to utilize 
our flying pasters when changing 
from an expended roll to a full one, 
it was found necessary to introduce 
a special glue to form a rapid bond 
between the aluminum foil and the 
paper backing. This became one of 
the major problems for the chem- 
ists. 


e “Splices . . 


. During the laminat- 





When high-grade printing is a must, take 
advantage of the high opacity, closed formation 
and superior surface sizing of Curtis Colophon. 


Call your paper merchant for samples of 
Curtis Colophon. He'll be happy to send you 
sample books, layout size sheets or made-up 
dummies to fit your specifications. 
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ing operation, numerous splices are 
required. 


“The rolls which we have re- 
ceived vary from three to ten splices 
in 10,000 yards of foil. The heat 
which we use in our ovens causes 
normal splices to fail. Two rolls of 
foil were sent to us trying several 
different types of splicing materials. 
Of the various types submitted, one 
tape was selected as best for our 
particular work. This is a transpar- 
ent tape with a body made to with- 
stand the high temperatures and 
also with adhesive made to give 
maximum strength at these high 
temperatures. The samples tested 
used only a 1” tape on both sides 
of a butt splice; since running the 
April issue, we have had many 
splice failures using this same tape. 
Therefore, we are going to a 2” 
tape as an alternative. 

“Problems in connection with 
packing, plate height, use of rubber 
plates and waste disposal were 
studied from several angles; 
was solved in its turn. 


each 


e“Equipment . Our reasons for 
selecting Cottrells were pointed out 
in the early part of this report. Sev- 
eral unforeseen difficulties immedi- 
ately arose, each of which had to 
be solved in its turn: 


e“Ovens As soon as we had 
heat on the oven, the web curled 
to the extent that the outer edges 
rolled over and immediately broke 
the web. This curl was caused by 
the fact that the heat in the oven 
expanded the aluminum and shrank 
the paper. At normal operating tem- 
peratures, a 26” paper web will 
shrink approximately 1/10”. Alumi- 
num foil, by itself, when heated 
300°f will 


expand approximately 





Success .. . Gleason Starr, superintendent 
of the Meredith hand bindery, checks to 
make sure that the aluminum foil pages 
are fitted correctly into the magazine 
after the successful press run 


1/10”. This proved to be a serious 
headache, but was later solved. 


e “Embossing . . . To overcome em- 
bossing, several types of available 
packing materials were tried. The 
best answer appears to be printing 
with a ‘kiss’ impression, highly nec- 
essary when printing on aluminum 
foil.” 44 


Portfolio of Letterheads 
Displays Sample Letters 


Twelve letterhead designs and six 
suggested sales letters are offered in 
a portfolio by Mead Sales Co. (Day- 
ton, O.). The designs are printed, 
engraved and lithographed on Mead 
Bond, Regular Wove Finish, White 
plus six colors, as well as Cockle and 
Laid finishes. 





The letters are easily adaptable 
for use in increasing sales by all 
types of business firms. The bro- 
chure of sample letterheads and let- 
ters is designed to show the versa- 
tility of paper stock in planning de- 
signs and sales campaigns. 


For your copy circle No. 524 on the 
Reader’s Service Card inside back cover 


International Markets 


New White Offset Paper 


A new “brilliant” white offset pa- 
per has been added to its line of Ti- 
conderoga stock by International 
Paper Co. (New York). A sampler 
booklet showing the new paper has 
been issued by the company. 

The sampler demonstrates the 
printing quality of the new paper, 
showing two four-color illustrations 
and one black and white halftone. 
Samples of each available weight, 
ranging from 50 lb. to 150 lb. are in- 
cluded. Fancy finishes such as cloud, 
stucco, handmade, ripple, linen and 
Bermuda also are shown in the book- 
let. The paper is available in sizes 
ranging from 1742x22%%” to 44x64”. 


For your copy circle No. 525 on the 
Reader's Service Card inside back cover 





Guaranty Paper Offers 


Inexpensive Watermarks 


Any logotype, trademark, seal or 
design can be watermarked on let- 
terheads, billheads, checks, contracts, 
business cards or other paper forms 
through an inexpensive, high-speed 
process perfected by Guaranty Pa- 
per Co. (Cleveland). Guaranteed not 
to rub off or fade, this private wa- 
termarking service is available from 
Guaranty or through franchised 
printers in New York and Cleveland. 

Prices run as low as $5 per thou- 
sand sheets and quantities for water- 
marking as low as 100 are accepted 
(at $3). As many of the same or dif- 
ferent watermarks may be placed 
upon a dry sheet as reasonably re- 
quired—either before or after the 
paper has been printed. 

Additional details are available. 


For your copy circle No. 526 on the 
Reader’s Service Card inside back cover 


Bright White Stock 


Covered in Broadside 


The Northwest Paper Co. (Cloquet, 
Minn.) has issued a broadside on its 
Velopaque text, also available in 
cover stock. The brilliant white, soft 
vellum finish and high opacity of this 
stock are designed for color work 
particularly. 

The broadside, lithographed in 
four colors on 70 lb. Velopaque text, 
is available on request. 


For your copy circle No. 527 on the 
Reader’s Service Card inside back cover 


Camcar Uses Ingenious 
Two-Shot Mail Campaign 


An ingenious, low-cost mail cam- 
paign is getting results for Camcar 
Screw & Mfg. Co. (Rockford, Ill.). A 
two-shot affair, the campaign was 
conceived, planned and put into prac- 
tice by James L. Holland, Camcar’s 
vice-president-sales manager. 

Camcar manufactures special 
metal parts by what it calls the 
“Cold-Flow” process, a cold forge 
technique developed by the company 
and one not generally used for small, 
precision items. 

The mailing goes to Camcar’s list 
built up by the company over a pe- 
riod of years—of approximately 7,000 
presidents, engineering vice-presi- 
dents, purchasing agents and produc- 
tion design engineers. 


> The first mailing is an oblong box 
234x4x5¢” with a slip-out drawer, an 
inside cover with two windows to 
show the contents of the drawer, and 
a flip-back cover that protects the 
transparency and carries part of the 
product message. 
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The product message runs along 
the left side of the inside cover, with 
the transparency on the right side. 
Through the transparency and im- 
mediately in sight are two actual 
Camear products—a terminal and a 
contact point. The two parts are held 
in place by small tabs and can be eas- 
ily removed for close inspection by 
pushing out the drawer. There is no 
sales pitch, no technical explanation, 
nothing but the box with the simple 
product copy and the sample parts. 


>About four days later the second 
mailing arrives. This mailing includes 
a letter, inquiry specification sheet 
and a catalog folder. The letter points 
out that “recently we sent you two 
samples of Cold-Flow parts, selected 
from the countless number of special 
parts we make...” and suggests that 
the recipient fill out the specification 
sheet attached to “give our engineers 





WRITE ON YOUR 
LETTERHEAD FOR FREE 
SAMPLE BOOK OF EACH PAPER 


Please address Dept. C-3 
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all they need to know to quote on 
your particular requirements.” 

A feature of the letter is a 144” fold 
at the right, which has photographs 
of special parts made by Camcar on 
each side of the flap. The catalog fold- 
er also includes a detachable card to 
be used if the recipient wants to re- 
ceive other lists or would like to have 
a field specialist call. 


> Camcar will follow up the original 
mailing with more actual parts every 
two months. The same type box will 
be used, but the parts enclosed will 
be different. The idea of the follow- 
up is simple and is explained in the 
letter that is received in the second 
mailing. 

“We will continue to send you sam- 
ple parts,” says the letter. “Sooner or 
later, you will be able to identify one 
shape as closely resembling a part 
you purchase.” 

Results have been “more than sat- 
isfactory,” according to Mr. Holland, 
with a response of 7% to the initial 
mailing. 44 


Boston Firm Designs New 
Jumbo Mailing Card Line 


Jumbo size mailing cards with 
colorful border designs are being 
produced by American Mail Adver- 
tising (Boston). Named AdverCards, 





the cards feature 18 different border 
designs—humorous drawings of ani- 
mals and people, holiday motifs, etc. 

The designs are printed on heavy 
duty white cover stock, chosen for 
easy duplicating by mimeograph, 
multigraph or letterpress printing. 
The cards can be mailed at regular 
first or third class postage rates. 
American Mail suggests that they 
can be used for imprinting sales 
messages, price lists, announcements 
or notices. 

A kit containing samples of the 
18 cards is available. 


For your copy circle No. 528 on the 
Reader’s Service Card inside back cover. 


Amsterdam Litho Offers 
Unique Mail Pieces 


An oversize (11x17”) telegram for 
use as an attention-getter direct mail 
piece is described in literature 
offered by Amsterdam Printing & 
Litho. Co. (Amsterdam, N. Y.). 

Called the Giant Wire, the large 
mail piece comes on yellow stock 
and can carry up to 100 words of 
copy in %8” letters. The Giant Wire 
is personalized, folded and inserted 
in envelopes as part of the com- 
pany’s service. Envelopes may be 
window type if desired and are 
printed with the sender’s name and 
address. Prices range from 742¢ each 
for 25,000 to 29¢ each for 150, plus 
postage. 

Amsterdam also offers a folder de- 
scribing its Twin-Vue letter, which 
features a line drawing of a char- 
acter wearing glasses which actually 
are twin metal “mirrors,” allowing 
the recipient to see himself reflected 
in the glasses as he looks at the mail 
piece. Twin-Vue letters are listed at 
prices ranging from $4.75 for 250 to 
$8 for 3,000. Envelopes without 
printing are $6 per thousand. 


For your copy circle No. 529 on the 
Reader's Service Card inside back cover 









BREWERY 


a 


=i 


“Good morning . . . I would like to talk 
to you about your advertising program.” 


and records. not to mention a set of 
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Contests are an important part of the promotional efforts of Radio Station KYW in Philadelphia 
. . . but not common, ordinary contests. After all, how many times do listeners have an oppor- 


tunity to select a present for a canary named “Rover” . 


@ What kind of Christmas present 
should you give to a canary named 
Rover? 


e What’s a good name for a turkey? 


© How about a monicker for a mer- 
maid? 


These are some of the problems 
Philadelphians have been pondering 
—and chuckling over—in recent 
weeks. They were posed by the peo- 
ple at Radio Station KYW, who built 
highly successful contests around 
them. 

“In my experience,’ says John 
Signor, promotion manager of the 
50,000-watt Westinghouse station, 
“T’ve found that radio contests should 
be fun. They also should be simple— 
no jingles to complete, no 25-word 
essays on ‘Why I like .. .’, no weekly 
entries. All those things just dis- 
courage contestants. We want the 
people who enter our contests—and 
those who just hear about them—to 
have a good time.” 


> Mr. Signor has plenty of evidence 
that the KYW formula has been suc- 
cessful. Entries have been many and 
good-humored. 

For example, the Name the Turkey 
Contest brought in a flood of such 
suggestions as Clark Gobble, I. Fill- 
more Tummies, Phil M. Fuller, E. 
Will B. Eaten, Moe Flavory, Ewale 
B. Victuals, E. Z. Pickens, Fowldorol, 
Dead Giveaway and Plato the Fow.L- 
osopher. First prize, a complete tur- 
key dinner offered by disc jockeys 


Vince Lee and Bill Givens, went to 
a listener who came up with Os-good 
Eatin’. 

In the Name the Mermaid Contest, 
some of the best efforts were Shelley 
Shores, Sandy Tailor, Ondine, Daisy 
Jones and Sunny Shores. A discour- 
aging number of entrants chose Min- 
nie the Mermaid. Although there 
were 15 winners, each of whom was 
given an all-expense weekend for 
two at Atlantic City, the name offi- 
cially chosen for the mermaid was 
Finderella. 


> For Rover’s Christmas present, the 


Rover and Friends . 


.. or choose a name for a mermaid? 


listeners had all kinds of ideas. One 
wanted to give him a horse—a perch- 
eron. Another suggested a top hat 
because “he already has the tails.” 
A woman proposed giving the can- 
ary what her husband gets for 
Christmas—the bill. Other ideas were 
a piece of land surrounded by water 
(a canary island of his own) and a 
weekend in New York at his favorite 
night spot, “Birdland.” Several peo- 
ple suggested getting Rover a mate 
(“because two can live as cheep, 
cheeply as one,” to mention the least 
earthy reason). 


But first prize, a Christmas tree 





. . KYW's singing canary, ‘’Rover,’’ played a big part in one of the 


station’s most successful contests—listeners sent in suggestions for his Christmas pres- 
ent. With “‘Rover’’ are his radio partners, Bill Givens (left) and Vince Lee 
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Snowed Under . . 





. KYW secretary Lois Weiss registers dismay as she is buried in some 


f the 300,000 milk bottle caps received as part of a June Dairy Month Promotion. 
Youngsters sent them in with hopes of winning a bicycle 


completely decorated by deejays 
Givens and Lee, was awarded to a 
family who thought Rover should 
have Spanish lessons so he could 
compete with Lee’s Italian dialect 
and Givens’ Irish brogue. 

Rover, it should be hastily added, 
appears regularly on a record pro- 
gram called “The Rover Boys,” fea- 
turing Lee and Givens. And this 
points up another fundamental of 
KYW’s promotion contests—the close 
cooperation between Promotion 
Manager Signor and Program Man- 
ager Gordon Davis. 


»“Contests and other mail-pull 
stunts,” says Mr. Davis, “give a pro- 
gram manager a pretty good index 
of a show’s effectiveness long before 
the regular rating services can come 
up with their figures. 

“For example, the Rover Boys had 
been on the air only three weeks 
when we started that ‘Name the Tur- 
key’ contest last November. In ten 
days, we had more than 1,500 en- 
tries, which gave me a strong indi- 
cation of the program’s appeal.” 

Rounding up a present for Rover 
also served to focus attention on the 
program’s format. “Not everybody 
has a canary named Rover,” points 
out Mr. Signor. “So Gordon and I 
decided to capitalize on it.” 


>The mermaid contest was another 
in which programming and promo- 
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tion were closely linked. Mr. Signor 
got the idea after the Atlantic City 
Chamber of Commerce gave a “Mer- 
maid Award” to KYW’s “Open Road 
USA” program, which airs weather, 
travel bulletins, news and music to 
weekend motorists. 

The 15 couples who chose the best 
names for KYW’s mermaid not only 
spent a weekend at one of the shore 
resort’s leading hotels but also were 
entertained at a round of dinners 
and parties with KYW personalities, 
whom they thus got to know on a 
personal basis and not as merely ra- 
dio voices. 

Another benefit of the mermaid 
contest to the station was the ample 
mail evidence it furnished to Sales 
Manager Robert H. Teter and his 
staff that people, contrary to a pop- 
ular belief in the broadcasting and 
advertising trades, don’t abandon 
their radios in the summer. 


>The “fun” approach to promotion 
and programming is not limited to 
contests, Mr. Signor points out. When 
he and Davis were trying to impress 
upon KYW listeners that morning 
man Jack Pyle was switching to an 
afternoon time period, they decided 
to check the effectiveness of their 
message by having Pyle request 
scrap book “farewell” mementoes 
from his morning audience. 

The result was a steady flow of 
cartoons, caricatures, pictures, poetry 


and records, not to mention a set of 
false teeth, a large chest X-ray and 
several baseball hats. Pyle dutifully 
reported the receipt of these items 
during his show. 

“Pyle obviously enjoyed the gag,” 
Mr. Davis recalls, “and the listeners 
got a big kick out of hearing about 
some of the screwy things that were 
sent in.” 


>KYW contests aren’t limited to 
adults. Younger listeners were given 
a chance to win bicycles by collect- 
ing milk bottle caps during a June 
Dairy Month promotion. Although 
the contest was announced only on 
a noon show, more than 2,500 chil- 
dren buried the program department 
under 300,000 bottle caps. 

Another regular mail-getter has 
been the Saturday morning “Let’s 
Visit the Zoo,” a KYW feature for 
15 years. Last year free tickets to the 
zoo were given all children who cor- 
rectly answered a little quiz based 
on animals talked about during the 
show. This program-stimulated pro- 
motion brought an average of 200 
letters per broadcast. 

Not all KYW mail is prompted by 
contests, of course. One notable ex- 
ception was Ruth Welles’ Christmas 
week penny drive. Mrs. Welles, the 
station’s women’s commentator, ap- 
pealed for her listeners to send in 
pennies to aid in the rehabilitation 
of a 17-year-old youth crippled in a 
high school accident. Within ten 
days, about 7,000 listeners sent in 
more than 280,000 pennies, which 
were added to a similar fund raised 
in the boy’s own community. 

Another Christmas mail-getter was 
the free offer of a children’s “Billy 
and Ruth Christmas Game.” 


>Like most promotion men, Mr. 





Norristown Times Herald 
Winner's Prize .. . KYW ‘’Rover Boys” 
Vince Lee and Bill Givens help Mrs. John 
J. McKernan (extreme left) decorate the 
Christmas tree she won as first prize for 
suggesting a gift for Rover the canary. 

















Popular Game . . 
sonality Jack Pyle describes the ‘’Billy & 
Ruth” children’s game that pulled 28,000 
requests when offered by the station last 
Christmas. 


. KYW morning per- 


Signor is an optimist. But even he 
was awed when requests for 22,000 
games flooded the station in the first 
18 days of the offer. Mr. Signor, who 
had hoped to distribute perhaps 15,- 
000 games in four or five weeks, 
called the whole thing off after three 
weeks at the urgent request of Sup- 
plee Biddle Steltz, the Philadelphia 
toy distributor supplying the games 
and handling the mailing. 

But in the additional three days, 
6,000 more requests came in, making 
a total of 28,000 games sent out in 
21 days of station plugging. 

“If we had kept going a fourth 
week, we probably would have had 
to send out 50,000 games,” Mr. Sig- 
nor estimates. “As it was, all the 
secretaries and clerical help at the 
station had to spend most of their 
time sorting mail for three weeks.” 


>Other giveaway items the station 
distributed during the past year were 
shamrocks flown from Ireland, val- 
entines, fishing calendars and maps 
of resort areas. 

“A continuous succession of give- 
aways and contests creates in the 
listener’s mind the idea that some- 
thing is always happening at KYW,” 
Mr. Signor explains. “And he also is 
stimulated to action that will prove 
to us he is listening. Radio listeners 
today simply won’t write to a station 
unless they are constantly stimu- 
lated to do so.” 

A measure of the interest created 
by the station’s promotion policy is 
that KYW received 154,000 pieces of 
mail from listeners during 1954, more 
than half of it as the direct result 
of contests and giveaways. That rep- 
resented an increase of 32,000 letters 
over 1953. 

A by-product was the remarkable 
increase in the amount of mail from 
the station’s basic ten-county mar- 
ket, an area with a population of 
4,181,700 persons. In past years, mail 
from urban listeners was only slight- 


ly heavier than that from the large 
farming region within range of 
KYW’s signal. “But giving our con- 
tests and similar promotions a lighter 
touch,” Mr. Signor adds, “brought an 
amazing response from the city 
dwellers. Apparently, city people 
like you best when you are amusing 
them.” 


>The station makes no attempt to 
regulate the area covered in contests. 
An entry from some extreme point 
in the coverage area gets every bit 
as much consideration as one from 
a location within the shadow of Phil- 
adelphia’s City Hall. 

In fact, KYW hit upon the idea of 
having station personalities deliver 
the prizes personally, even though it 
once meant a 50-mile auto trip for 
Givens and Lee. 

“That way,” Mr. Davis says, “ev- 
ery contest becomes a personal rela- 
tionship between the listener and the 
station personality. It makes the sta- 
tion more warm and human.” 

Far from objecting to such treat- 
ment, KYW personalities are con- 
stantly seeking new ways to build 
the success of their programs. 
“They're always in here pestering us 
for new gimmicks and offers,” says 
Mr. Signor. 

KYW has further stirred this in- 
terest by setting a mail pull quota 
for each show and awarding quar- 
terly and yearly prizes to the person- 
ality showing the greatest increase, 
as well as providing the most orig- 
inal idea. 

“It’s sort of a snowball operation,” 
Mr. Signor comments. “The better 
the idea, the better the contest. The 
better the contest, the better it sounds 
on the air. The better it sounds on 
the air, the better the audience re- 
sponse. The listeners have fun out of 
it, the personalities have fun out of 
it, and believe me, Gordon and Bob 
Teter and I have fun out of it when 
we can demonstrate, through our 
mail count, the tremendous audience 
reaction to KYW.” 44 


Now get move- 
ment on your TV 
slides for almost 
the same cost as 
still slides. 


TY SLIDES 


ON FILM 
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Reel Storyboard Used 
For TV and Movies 


The Reel Storyboard and Fold-o- 
Folio are recent innovations in tv 
and movie presentations by Bien- 
fang Paper Co. Inc. (Metuchen, 
N. J.). From a convenient dispenser 
box, a roll of 100 4x9%” perforated 
sheets is unreeled from right to left 
across the drawing board. The left 
half of each sheet has a tv screen 
design, with space below to describe 
scenes. The right portion is for audio 
copy. Single or accordioned sheets 
fit easily into a typewriter for script. 

The roll may be used for from five 
to 100 scenes, all in sequence. Sheets 
are accordioned for storage. Perfora- 
tions allow the artist to revise se- 
quence or delete panels at will. Cel- 
lophane tape is used to rejoin con- 
tmuity. 

The companion to the Reel Story- 
board, the Fold-o-Folio, opens to 
hold an entire reel in a flat folder, 
with a panel on the front cover to 
provide an area for titling. The ac- 
cordion-folded sheets may be spread 
for desk top presentation or the en- 
tire unit may be tacked to the wall 
for group discussion. A brochure 
on the Reel Storyboard is available 
from the manufacturer. 


For your copy circle No. 530 on the 
Reader’s Service Card inside back cover 


Processing Equipment 
Described in Catalog 


A film processing equipment cata- 
log has just been released by Tele- 
vision Specialty Co. Inc. (New 
York). The catalog includes all the 
processing machines available on the 
market. 

Included is information on which 
processing machines are best suited 
to various needs, according to the 
amount of footage shot monthly. 
Copies are available from Television 
Specialty Co., 350 W. 31st St., New 
York 1. 44 


SBR 
FOR TEN 
SECONDS 


Send for sample 
reel and descrip- 
tive literature. 


1332 S. WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 


. for more details circle 583, page 121 


May 1955 ¢ ar « 95 





HITTING the Big Bullseye of Buyership 


Advertising 
Requirements 


Leads all advertising publications in 


= 


coverage of advertising management — key 


factor in selection of sources in 


PRODUCTION x PROMOTION x MERCHANDISING 


Ad Managers Comprise Chief 
Buying Authority 


Some eight surveys conducted thus far (on materials, 
services and supplies covered editorially in Advertising 
Requirements) have demonstrated again and again the 
dominant position of advertising managers in the buying 
processes. Here, for example, are the percentages of 
ad manager participation in buying, as reported by 
leading manufacturers: 


PREMIUMS—56% 

ADVERTISING SPECIALTIES—72% 

POINT OF PURCHASE ADVERTISING—67% 
PACKAGING—59% 

CONTEST PRIZES—46% 

PRINTING PAPER—61% 

PRINTING—84% 

TV FILMS—73% 


AR Coverage of Advertising 
Management Unmatched by Others 


Greatly excelling the advertising manager coverage of 
any other advertising publication, Advertising Require- 
ments aims over 13,000 copies monthly at the heart of 
the buying power spending some three billion dollars 
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annually. AR offers you direct contact with the most 
influential single group of buyers for your products 
and services. It also provides contact with 8,500 other 
sales and promotional agencymen, media promotion 
people and others whose advertising interests closely 
parallel those of advertising management. 


AR Readers Are Proven Buyers 


But coverage and buying authority are only the preface 
to AR’s story of sales results. AR generates its readers 
to action—action measurable in its record of almost a 
quarter of a million reader inquiries in two years of 
publication. It is emphasized by these results of a recent 
editorial AR survey: in response to a question on their 
reactions to advertisements appearing in AR, FOUR 
out of FIVE of those answering stated that they already 
had been or were planning to be, customers for one or 
more products or services advertised in Advertising 
Requirements! 


With this buyership of the most important group of 
prospects ready for your materials or services, it follows 
logically that Advertising Requirements is your one 
best buy for promotion. Call your AR representative 
today! 


Advertising 
Requirements 


Published by the publishers of 


ADVERTISING AGE and INDUSTRIAL MARKETING 
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overhead 
projectors 


The strange looking overhead transparency projector plays an 


important role in audio-visual presentation programs. 


By Robert B. Konikow 


All other things being equal, an 
instructor—whether in an ivy-clad 
hall or in front of a business audience 
—prefers visual aids which will act 
most closely like an extension of his 
own personality and interject them- 
selves to the smallest degree between 
the speaker and his audience. 

By these criteria, the overhead 
transparency projector has no rival. 
Of all the various kinds of audio- 
visual equipment, this intrudes least 
between a speaker and his audience. 
For those who have never seen one 
of these projectors in use, it is rather 
bulky when compared with other 
common slide or filmstrip projectors. 
It doesn’t even look like a projector. 
Its base is large, containing a bulb, 
some reflecting mirrors and a blower. 
The top surface of the base is the flat 
side of a large condensing lens. 
Mounted on a pole directly above 
this lens is an assembly containing a 
focusing lens and a mirror. 

A transparency is laid directly on 
the flat upper surface of the con- 
denser lens and is projected onto a 
vertical screen facing the audience. 
The lens is so designed to give a large 
image with a small throw, so that 
the projector can be placed alongside 
the speaker, in front of the audience 
rather than behind it. 


>In use, the speaker sits or stands 
beside the machine, facing his audi- 
ence. He handles his own slides, plac- 
ing them on the projector as he needs 
them. They are placed right side up, 
so that the speaker can read the let- 
tering and can see exactly what is on 
the screen without turning around. 
Since the transparency he uses is 
large—most commonly 7x7” or 9x9” 
—he has no trouble reading even the 
smallest type that might be used. 
This ability to see what is on the 
screen without looking at it consti- 
tutes one of the greatest advantages 
of the projector. It keeps the entire 
performance under the speaker’s 
control. There is no projectionist who 
must be cued to change a slide. There 
is no chance of using the wrong slide, 
nor of putting the right one on screen 
reversed or upside down. The speak- 
er selects the slide when he wants it, 
checks its position himself, and pro- 
jects it. Even an inexperienced speak- 
er becomes familiar and easy with 
this routine almost immediately. He 
is not overpowered by his mechanism. 
The overhead transparency pro- 
jector is most useful with a small to 
medium size audience. In these cir- 
cumstances, the image is bright 
enough to allow you to leave on the 
room lighting, provided no direct 
light falls on the screen. This allows 


the audience to see the speaker, and 
to make notes easily, while the speak- 
er can follow audience reaction visu- 
ally as well as audibly, and temper 
his delivery accordingly. When the 
room must be darkened, as with most 
standard projectors, the speaker be- 
comes a disembodied voice, and loses 
a large part of his personality. 


> The main disadvantage of this pro- 
jector is its bulkiness. While the 
manufacturers are working steadily 
towards reducing size and weight, it 
is necessarily larger and somewhat 
more cumbersome than standard 
slide projectors. The smallest stand- 
ard machine weighs about 23 pounds. 
To reduce the weight any further 
than this has so far required drop- 
ping to a smaller stage, and thus a 
smaller transparency, for projection. 
This, in turn, limits the use of the 
projector, since it makes it more diffi- 
cult to get a large enough and bright 
enough image. In addition, it is hard- 
er to write on the smaller slide, as is 
explained later in this article. 
Another difficulty, but one which 
is being overcome rather rapidly, is 
its rarity in the field. It is not yet as 
common as a 2x2” or a filmstrip pro- 
jector. Fewer people are familiar 
with its use. This means that ar- 
rangements must be made in advance 
if you want to be sure of having one 
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of these projectors when you need it. 
They can be rented today in most 
large cities, and if you are sending a 
speaker on tour, you can always 
supply him with his own projector. 
This is easy if he is travelling by 
automobile. By train, it is one more 
case, and the 23 or more pounds will 
take a sizable bite out of air baggage 
allowances. 


> The machine is, however, only part 
of the presentation. The other part 
is the material that is being projected. 
It’s operated by passing light through 
the stage onto the screen. Anything 
on the face of the stage will be in 
sharp focus. A pencil pointing to a 
spot on the transparency will project 
as a pointed line whose point indi- 
cates that spot on the screen. 

The simplest use of the projector 
depends upon this property. Any 
opaque mark made on the surface of 
the stage, or better yet, on a trans- 
parent sheet laid on top of it, will 
appear on the screen. The projectors 
can be equipped with an attachment 
that holds a roll of cellophane. Since 
ordinary pencils cannot write on cel- 
lophane, a grease pencil must be 
used. With this the speaker can do 
any writing or drawing he wants, 
with the results being projected on 
the screen for all to see. If he wants 
a white line on a black background, 
he can use a special sheet with an 
opaque coating and a stylus which 
scratches through. In either case, he 
uses the projector in much the same 
way as he uses a blackboard, except 
that here he never has to turn his 
back to his audience. 


>If there is a lot of material that is 
to be repeated from example to ex- 
ample, there is a simpler way of 
doing it. Suppose we want to show 
how to make out a sales check, as do 
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Overhead Equipment . . . VisualCast 
(left) and VuGraph (right) are the two 
standard makes of overhead transparency 
projectors on the market. Manufacturers 
are, respectively, Victorlite Industries 
(Los Angeles) and Charles Beseler Co. 
(Newark). 


many department stores. Here there 
are many kinds of transactions, but 
they all use the same sales check. 
The basic form is placed on a trans- 
parency photographically. A stand- 
ard negative is made, and then a 
print is made on film base rather than 
on paper. Other forms can be drawn 
directly on a sheet of acetate, using 
opaque india ink. For ease in han- 
dling, this slide is mounted in a large 
sheet of cardboard, with a die-cut 
opening. When projected, the form is 
on the screen. As the instructor goes 
through the form, he can write in the 
appropriate information. Finished 
with one example, he simply wipes 
off the markings with a piece of facial 
tissue or a wad of cotton, leaving the 
form available for a later use. 

This is a line photographic tech- 
nique, and the same process can be 
used to reproduce standard contin- 
uous-tone prints. If the negative is 
available, a transparency can be 
made directly. If only a print can be 
obtained, a copy negative must first 
be made. If you wish to use artwork, 
it is simply copied, and a positive 
transparency made from the nega- 
tive. As a short cut, and to obtain 
special effects, the negative can be 
used directly as a slide. This is fine 
when the material is entirely type 
matter, or perhaps charts, but it is 
usually not acceptable when half 
tones are involved. 


>So far, these are black and white 
techniques only. There are a number 
of ways of adding color. The method 
chosen depends on the way in which 
you want to use color and often the 
number of copies of each slide 
needed. The simplest way of getting 
a color slide is to use color film. 
Where you want to show a full color 
photograph in its natural colors, this 
is the only way. It is, however, ex- 
pensive, color film costing what it 
does. Other ways can often be found 
of using color without running the 
budget up too high. 

Remember that in this projector 
the light is passed through the mate- 
rial you are projecting. That means 
that any added color must be applied 
in a transparent medium. You can- 
not use ordinary paint, do silk- 
screening, or apply pieces of paper. 
All of these are opaque. You must 
use one of the transparent inks, 
which are available in many colors. 
These can be used to draw directly 



































on a sheet of acetate, or to fill in color 
on a black-and-white transparency. 

Another method is to use toning 
sheets. These come in solid colors, 
in a great many black and white pat- 
terns, and some of the patterns are 
available in colors. They are self- 
adhering, and can be cut out in the 
proper shape, laid on the acetate, and 
rubbed into position with a burnish- 
ing stick. This is a particularly easy 
way of handling bar charts. 






































>If you cannot letter, or handle a 
brush carefully, there is one useful 
trick you ought to know about. You 
start by using a negative for projec- 
tion. Here your type will be clear, 
while the background is opaque. If 
you want the headline to be green, 
you dip a brush in green transparent 
ink, and go over the entire line of 
lettering. The color will show 
through only on the letters. The 
opacity of the background will pre- 
vent any irregularities of your color 
work from showing. The only re- 
quirement of this method is to keep 
areas of different colors somewhat 
apart. 

If you need to use full color in your 
slide, perhaps you can take advantage 
of this method to save some money. 
See if you can design your slide so 
that the full-color area is as small as 
possible and is surrounded by a black 
border. Then make a black and white 
transparency of the slide, and cut a 
window for the color insert. Make 
your full color shot, using a smaller 
piece of film, trim it to size, and bind 
it in with opaque cellophane tape. 
Well done, it can be very effective. 

Some of the ammonia processes, 
like Plastichrome or Ozalid, can re- 
sult in very interesting effects, and 
are particularly useful when many 
copies are to be made of each slide. 
Details vary, depending upon the 













































skill and the requirements of the 
specific process used, but the general 
approach is the same. The manufac- 
turers of these materials supply films 
which, when developed, come out in 
a uniform color. One _ separation 
drawing is made for each color de- 
sired, a separate color sheet proc- 
essed, and these final sheets are 
bound together for the final trans- 
parency. Duplicate slides are com- 
paratively easy to prepare, and the 
results can be very satisfying. 


> The techniques described so far are 
mostly static ones. A slide is placed 
on the stage, and there it remains 
until it is changed. Some animation 
can be introduced by using a pencil 
to point to features of the slide, or 
a grease pencil to add new markings 
to those already on the slide. But 
ingenuity can add a great deal more 
interest to the presentation without 
adding appreciably to the cost or 
effort. 

The simplest way of doing this is 
to show only a portion of the slide at 
a time. Simply lay a piece of card- 
board over the whole transparency, 
and slide it down a little to reveal 
one end of the material. When you 
want to reveal more, slide the card- 
board down a little more. 

Sometimes a speaker is not capa- 
ble of handling even these simple 
procedures and forgets how far down 
the cardboard should be slid. Then it 
is simple enough to cover the trans- 
parency with a series of cardboard 
strips, hinged at one end. Number 
them in the order of their removal, 
using large numerals, and even the 
most confused speaker should be able 
to lift them in the proper order for 
the proper effect. And if you want to 
get real complicated, you can cut out 
a mask like a jig-saw puzzle, and re- 
move it a piece at a time. 

In planning such a slide, remember 


Small Projector .. . In this 23-pound unit 
the lens housing folds down. The case 
cover slips over and clamps into the base 
for carrying convenience. 


the old maxim that a good speaker 
never lets his audience get onto a 
new point until he is ready for that 
point. Thus he doesn’t project any- 
thing on the screen until it is men- 
tioned in his talk. 


> Another technique is to use a num- 

ber of sheets of acetate, adding them 
to the base transparency as the in- 
formation each carries is required. 
For example, if you would like to 
talk about your company’s sales rec- 
ord for the past 12 months, then com- 
pare it to what you did the preceding 
year, and end up with the coming 
year’s expectations, you could plot 
all three lines on one slide, and talk 
about them. But it is more effective 
if you put the grid line and the first 
curve on one sheet of acetate. Then, 
plotted to the same scale, put each of 
the other two curves on its own sheet, 
hinged on either side of the original 
so that they will drop into proper 
registration when turned over. In 
this way you can introduce each 
curve just as you want it. 

Variations on this technique can be 
devised by anybody who has ever 
worked with a chart of any kind. You 
can build up a circuit, element at a 
time. You can use this method to de- 
velop an organization chart, adding 
sections in a logical order. With a 
complicated form, you can put the 
base form on one sheet, and have a 
sample filling-in on the overlay. 


>Translucent plastics can be used 
for brilliant and often spectacular re- 
sults. A piece of this plastic will 
throw a colored shadow on the 
screen. You can build up rather com- 
plicated visual patterns by using 
pieces of various colors and shapes. 
They can be easily changed by slid- 
ing them with the rubber eraser on 
the end of a pencil. They can be used 
as part of a chart, the base lines and 
grid pattern of which is on a sheet 
of film. Technical Training Aids 
(Tulsa) has made some rather in- 
genious models of colored plastics. 
The organization takes complicated 
aviation assemblies, for example, and 
prepares cut-away working models. 
By manipulating a lever, the models 
can show the relationship of working 
parts. 

While the most common use of this 
kind of projector is as an aid to a 
speaker, other applications of some 
interest have been developed. The 
machine is useful where material 
must be posted for the attention of a 
group in a room which cannot be 
darkened. A battery of these projec- 
tors has been installed in Washing- 
ton’s Union Station, to carry the an- 
nouncements of incoming trains. 
Their ability to project a large image 
with a short throw have made them 
useful in tv studios. And as a final 





14 
aE 


SELL 
ee 


—. 
ei ae 


MORE WITH A 


Viewmarter’ 


The Easel Portfolio That Dis- 
plays One Sheet at a Time 


As each sheet is viewed, it is 
flipped over the top. Special con- 
struction allows all sheets to lie 
perfectly flat without expensive 
cloth hinging. Loose leaf. 

Simply lift Viewmaster by the 
front cover and the automatic 
easel sets it up firmly. 

Carried in stock in four sizes. 


SEND For Full Line Folder 


1708 W. Washington, Chicago 12 


. for more details circle 649, page 121 
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SIZZLING SELLING SENTENCES 


MODEL 99C 


The only continuous advertising projector guar- 
anteed to show brilliant Kodachrome pictures in 
your window. Show 12 beautiful Kodachrome 


| slides with 10-word Sizzling Selling Sentences 


with each slide showing for six seconds. 
Powerful 750 watt, 200 hour lamp, Small, 


| compact, easy to carry. 18°’ height, 14” width, 
| 14’ depth. 8x12” screen size. Beautiful leather- 
ette covering in several color combinations. 


Ideal counter cabinet to sell all types of mer- 


| chandise. Push button attachment for intermittent 


showings. Customer pushes button, projector op- 


| erates one cycle of 12 slides and shuts off, ready 


for next showing. 


Q tity d ts on request 
PRICE: $14750 ‘ae canals cating 
Preture R 


OCONOMOWOC, WISCONSIN 
. for more details circle 636, page 121 
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suggestion that has not, so far as I 
know, been used, how about making 
a set of carved plastic chessmen, 
painting the board on the stage, and 
letting the whole audience follow the 
game on the screen? 44 


Promotional Phono Records 
Offered by Mag-A-Disc 


A series of promotional and adver- 
tising phonograph records for use on 
home, office and institution phono- 
graphs has been introduced by Mag- 
A-Dise Corp. (New York). 

The Mag-A-Disc records are of- 
fered with a specially designed mail- 
ing device called the “Mail-A-Disc,” 
to protect the 3” diameter records 
in the mailing. Qualities claimed for 
the records by the producer include 
economy in mailing, good reproduc- 
tion, provision for illustrative mate- 
rial or copy, flexibility for use in 
magazines as well as promotional 
and advertising literature, perma- 
nency and low unit cost. 

Further details are available from 
the company. 


For your copy circle No. 531 on the 
Reader’s Service Card inside back cover 


Preparation of Materials 
For Filmstrips Described 


Designed for companies outside 
larger metropolitan areas which do 
not have immediate access to film- 
strip producers, photo studios and 
processing labs, a leaflet, “How to 
Prepare Material for Your Own 
Filmstrips,” is offered by Training 
Films Inc. (New York). 

The leaflet describes step-by-step 
how to go about getting material 
ready for a filmstrip from determin- 
ing the objective of the proposed film- 
strip to the kinds of photographs that 
should be used. Suggestions on using 
photos already on hand and getting 
needed photographs taken are also 
included. 

The same kinds of specific sugges- 
tions are made for diagrams, picture- 


grams, graphs, drawings, cartoons 
and sketches. 

The leaflet concludes with a de- 
scription of how Training Films Inc. 
operates, telling how to specify an 
order for a filmstrip and how long it 
probably will take for the job to be 
completed. 


For your copy circle Ne. 532 on the 
Reader’s Service Card inside back cover. 


Sight 'n Sound Develops 


New “Talking” Postcards 


Sight ’n Sound Enterprises Inc. 
(New York), which developed the 
phonograph record magazine insert, 
has just introduced a new form of 
record which promises to add a new 
dimension to direct mail. The new 
product is a “talking” postcard. 

In physical format, the new mail- 
ing piece is the same size as a regular 
postcard, but with a hole punched in 
the center. This hole is placed over 
the spindle on a phonograph and a 
special message recorded on the card 
is played for the recipient. 

The postcard recordings have very 
good fidelity of reproduction and can 
handle voice, sound effects and 
music. In addition to the one minute 
recording, any kind of message can 
be printed on either side of the card. 

Samples and additional details are 
available. 


For your copy circle No. 533 on the 
Reader’s Service Card inside back cover. 


New Projectors Produced 
By Picture Recording Co. 


Two new projectors, a slide pro- 
jector and a cabinet type, have been 
marketed by Picture Recording Co. 
(Oconomowoc, Wis.). 

The company’s Supreme 1,000 
watt 2x2” slide projector is a model 
especially designed for use in audi- 
toriums—school or industry—because 
its 1,000 watt lamp affords bright 
pictures even in lighted rooms. The 
projector can accommodate both 
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Graphic Visual Control 


% BOARDMASTER Visual Control! Saves You 
Time, Money. 


*% Gives Graphic Picture of Your Operations 
at a Glance. 


* Simple to Operate, Type or write on Cards, 
Snap in Grooves. 


% Ideal for Production, Traffic, Sales, Inventory, 
Scheduling, Etc. 


*% Made of Metal. Compact and Attractive. 
Over 50,000 in Use. 


$49.50 with cards 


24-page illustrated 
BOOKLET No. R-200 
Without Obligation 


Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36, N. Y. 


Full price 


. for more details circle 590, page 121 


New Projector . . . This portable 2x2” 
continuous slide projector for use in dis- 
plays in windows, stores and at conven- 
tions has been introduced by Picture Re- 
cording Co. 


2x2” slides in the Airequipt slide 
changer and filmstrip in the elec- 
trically operated Strip-O-Matic at- 
tachment simply by a change of lens 
holder. According to the company, 
the projector’s aperture plate is sep- 
arate from the lamp housing, elim- 
inating any possibility of the slides 
burning, popping or buckling in the 
heat. In addition, a fan located be- 
hind the lens holder helps cool down 
the slides. 

The new Pictur-Vision cabinet 
projector, Model 88-C, is similar in 
design to a former Model 77-C. It 
has a 16” simulated television screen 
projection area and will show six- 
teen 2x2” slides continuously or with 
push button operation. The projector 
is lightweight with a handle on top 
for easy carrying. The company sug- 
gests that this projector is particu- 
larly well adapted for window dis- 
plays, conventions, lobbies, counters 
and interior store displays. 

Additional details are available. 


For your copy circle No. 534 on the 
Reader’s Service Card inside back cover. 


Cinema League Joins 
PSA’s Movie Division 


The Amateur Cinema League has 
joined forces with the Motion Pic- 
ture Division of the Photographic 
Society of America in a move which 
brings the two major-non-profes- 
sional movie organizations under the 
banner of the PSA. 

As a result of the merger, ACL’s 
monthly magazine, Movie Makers, 
will be discontinued, while the PSA 
Journal will be increased in size to 
expand coverage of the field in cine- 
ma photography. 

The ACL’s annual contest to de- 
termine the 10 best amateur movies 
of the year and its annual “Oscar” 
awards will not be affected by the 
merger. 44 










importance of 


The growing 


advertising medium 


Fairs are no longer just a place 


for fun, relaxation and exhibit- 
ing prize cattle and home baking 


... they’ve become an important 


advertising medium and a place 


for hard selling. 


By James Joseph 


At some 2,500 county and state 
fairs coast-to-coast, the pitchman is 
being shoved aside—and somewhat 
rudely—by astute housewares retail- 
ers, out to mine a rich vein—the 
nearly 75 million “prospects” who 
annually attend fairs. 

What’s been happening along the 
midways is nothing short of a major 
merchandising revolution. Sure, folks 
still go a-fairing to see the blue rib- 
boned critters, but more and more, 
they go to look, listen and buy. And 
any housewares retailer who hasn’t 
yet appraised this fact of life had bet- 
ter take another look at statistics. 
Better still, at the “phenomenal’— 
and no other word better describes 
it—bonanza which is fair merchan- 
dising. 

First to jump into fair selling were 
sewing machine manufacturers and 
their dealers. Underline that word 
“dealers” — because increasingly 
booths are being taken by local re- 
tailers, who simply move their sales 
floor to the midway. 


>More recently, almost every line 
of housewares has jumped upon the 
bandwagon. Merchandising uphol- 
stery (and such lines as carpets and 
drapes) at a county fair? Sounds 
impossible—yet for four years run- 
ning, Los Angeles’ Troy Upholster- 
ing Co. Inc., a big-time advertiser on 
radio and tv, has attended the Los 
Angeles County Fair—with startling 
results. 

Another fair-going retailer is Los 
Angeles’ A-Abbey Co., whose spe- 
cialty is wall-to-wall carpeting, an 
unlikely housewares item to hawk 
from the fair grounds. 

Yet, says A-Abbey partner, Milton 
Levison, “I’d never have believed it. 
Who ever heard of fair-goers shop- 
ping $12 to $14 a yard carpeting? 
But they did!” 

As things turned out, A-Abbey 
got back its $1,000 booth investment 
the very first day. Thousands stopped 
to talk carpets. Leads poured in— 
“good leads,” says Mr. Levison. Still, 
he was skeptical. So, picking a single 
prospect from his stack of “lead 
cards” (he eventually came away 


with more than 5,000), he went out 
to make a test home demonstration 
after the fair closed that first day. 
He sold a $500 job. That, with a $500 
job he’d sold right from the booth, 
covered most of the booth’s cost— 
and the fair still had 16-days to run! 


> Another housewares retailer at the 
fair was the Taylor Sewing Machine 
Co. Said manager Eddie Spiwak, “We 
went to the fair to sell. Prospects? 
Sure, we got thousands of them. But 
essentially, we were selling—and right 
from our booth. Only difference be- 
tween our 200 sq. ft. of fair space and 
our downtown Los Angeles show- 
room was that at the fair we were 
seen by more than 1,000,000 people 
over the 17-day run. That’s a lot of 
people. And they came—a significant 
number of them—to buy.” 

Mr. Spiwak’s enthusiasm is 
matched by other appliance dealers 
who've but lately discovered fairs to 
be one of merchandising’s biggest 
fastest growing—and unit-wise—least 
expensive of advertising media. 

Why? Let’s look at statistics. 


> Fair attendance nation-wide is up 
from 60 million in 1947 to 75 million 
in 1954. At least 70 fairs gate 200,000 
or more visitors annually. The ap- 
proximate $1,000 investment the 
average retailer expends on his booth 
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Fairs Sell Families .. . 





Fair-goers are often family groups, whose product interest is 


genuine. Completely relaxed in a holiday spirit, booth visitors want to see demonstrations 
and products. Their presence indicates they want ‘’to buy.” 


is often recouped the very first day 

and most fairs run 10 to 17 days. 

Housewares retailers who once 
snubbed county and state fairs as 
“too rural,” are taking another, closer 
look. The old tent-show atmosphere 
is going the way of the Great Auk. 
The Los Angeles County Fair (sec- 
ond largest in the nation, surpassed 
only by the Texas State Fair at Dal- 
las) boasts a $20 million plant, 200 
permanent buildings and 300 exhib- 
itors leasing 1,000 selling spaces 
(basic space: 10x10’). Probably not 
over 30% of fair-goers are farm 
families. Most are urbanites. And 
importantly, most are what fair 
boosters call “family buying groups” 

husband, wife and the kids. Of 232,- 
058 families attending Los Angeles’ 
county fair in 1953, 27,600 (when in- 
terviewed) admitted they’d delayed 
purchase of at least some major 
housewares items until they could 
“shop” the fair. 


> Equally important, fully 76.5% said 
they’d come to “see the exhibits’”— 
another way of saying they’d at- 
tended to be “educated.” Only a 
handful said they were merely giving 
the kids a good time. Even fewer— 
a scant 8.4%-—came solely to ride 
ferris wheels and bet the trotters. 
Who, then, attended simply to gander 
the blue-ribboned critters? Less—a 
lot less—than most retailers believe. 
Sure, fairs wouldn’t be fairs without 
critters. But at many fairs today, 
dealers hawking appliances, home 
102 * ar « May 


1955 


entations, but will inspire industry 


furnishings and do-it-yourself gadg- 
ets lease more space than farm im- 
plement makers. 

All this points to a trend (and a 
reality): increasingly, fair crowds 
are being dominated by suburbanites, 
even city folk. Reason: most big 
fairs—like the Texas State Fair at 
Dallas, the Indiana State Fair at In- 
dianapolis, and the Los Angeles 
County Fair, only 45-minutes from 
downtown LA-—are located near 
cities. 

Better still, fair goers are in a holi- 
day buying mood. 


>If A-Abbey’s experience—1954, the 
firm’s first year at any fair— is indica- 
tive, every housewares retailer in the 
nation ought to hie to his nearest 
fair office and take space pronto—for 
next season. 

What type of prospect did A- 
Abbey contact at the fair? 

“Mr. and Mrs. John Q. working 
family,” Mr. Levison says. “And lots 
of people we’d never have met in our 
downtown showrooms.” 

Best part of fair selling and pros- 
pect-getting: the complete absence 
of “showroom atmosphere.” People 
are relaxed. They’re in no hurry. 
They have time to listen. They don’t 
feel. obligated nor compelled to listen 
to what you’ve got to say. There are 
no walls to hold them. They can 
easily disengage the conversation— 
simply by moving to another booth. 
But those who linger to listen are 
genuinely interested. 








>» A-Abbey helped keep crowds three 

deep around its display by auctioning 
rugs to the tune of a crowd-getting 
gimmick. The company installed a 
big clock alongside an auction stand, 
which dominated the booth’s 20’ wide 
backwall. Proclaimed a sign: “Watch 
the clock! Price on this rug reduced 
$1.00 every 30 seconds until sold.” 

Once, Mr. Levison put up a 9x10’ 
Axminster rug which had cost him 
$33. It sold—30 minutes later—for $3. 
A $30 loss—yet during the auction, A- 
Abbey nailed down a hundred good 
prospects. 

Selling fair-goers demands “live” 
and volatile exhibits—attractions 
which are real crowd-stoppers. 

Such fair-going experiences by 
hitherto “I’m from Missouri” retail- 
ers back up what fair promoters have 
been saying since the war’s end: the 
county fair is one of the most suc- 
cessful, least expensive of advertis- 
ing media. And of selling media, too. 
Dollar-for-dollar, you get more busi- 
ness, more prospects from a fair’s 
“five senses” selling than from even 
such low-cost media as direct mail. 





> Whether your local fair is large as 

Texas’, which draws 2,000,000 visitors, 
or as small as some midwestern coun- 
ty fairs, which pull only 10,000-15,000, 
results should be proportional. And 
nowhere else can you meet city folks 
and agrarians, too. 

Exhibit costs begin with $1.25 to 
$2.25 per sq. ft. for a booth. A hun- 
dred square feet should be enough, 
although A-Abbey, with 200-sq. ft., 
thinks it'll up its space to 300 sq. ft. 
next fair-time. On top of this add the 
cost of signs, janitorial service, per- 
haps salesmen’s salaries. There’s a 
hidden cost, too: the wear-and-tear 
on personnel, the fogged throats, tired 
feet, the terrific strain of manning a 
booth 10 to 17 days straight. 

But the effort’s worth it—as many 
a fair-going housewares retailer will 
tell you. 44 


Even Carpeting at Fairs . 
items now commonplace at fairs is carpet- 
ing. This booth is typical of many which 
have found that first-day sales have been 
high enough to pay for booth rental. In 
addition, prospect lists gained have names 
of truly interested persons. 


. . Among the 
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One of the main speakers at the 
experimental Show for Shows in 
ew York was Domenico Mortellito, 
ho discussed a subject which may 
vold the key to future trade shows— 
‘cubic content.” Since there are good 
indications that this concept may be- 

ome standard in the trade show 
field, AR is reprinting the text of 
r. Mortellito’s speech. 


By Domenico Mortellito 


Manager of Display Section 
Advertising Department 

E. |. du Pont de Nemours & Co. 
Wilmington, Del. 


The subject of “Cubic Content” 
has been discussed before the Ex- 
hibitors Advisory Council a number 
of times—as a matter of fact, it was 
given birth at an EAC meeting in 
May 1950. Since its birth, it has 
become a controversial conversation 
piece, primarily because it is directly 
concerned with the factors of the 
economics as well as the effective- 
ness of the exhibits medium as a 
sales tool. 

In its early presentations, we were 
primarily concerned with getting 
greater use of more of the “cubic” 
space rented in trade shows. This 
was difficult in view of the limited 
space permissible under the existing 
antiquated rules and regulations. As 
this concept developed, we saw the 
important reasons for using more 
of the “cubic content” in trade show 
space because: 

1. It permitted greater flexibility in 
design. 










2. It permitted better utilization of 
space for the purpose of displaying. 
3. It facilitated the functions of the 
sales representatives in a trade show 


booth. 


>It was necessary that this concept 
be presented to all people on all 
sides of this trade show business, so 
that there would be a full compre- 
hension of the existing vroblems. 


UBIC 
CONTENT 


During the past five years, show 
management, exhibit builders, ex- 
hibitors and visitors have become 
more and more concerned with this 
idea. And it is interesting to see that 
it is being effected in many of our 
present day trade shows, if not in 
whole, at least in part. In connection 
with the Exhibitors Advisory Coun- 
cil convention this year, the Show 
for Shows has adopted this “cubic” 
concept. A forthcoming example is 
the American Mining Congress’ Coal 
Show, coming up on May 16. 

In this show, not only has the 
exhibitor been allowed to use more 
of the “cubic content” of the booth 
space, but the exhibit has become 
a better work area for our sales rep- 
resentatives. At the same time, it 
has permitted creating a more in- 
teresting type exhibit which is com- 
plimentary to the Coal Show visitor, 
the industry, and the show manage- 
ment. 

From the very beginning, it has 
been obvious that the “cubic con- 
tent” concept was a good one. One 
of the biggest obstacles was that of 
writing and describing the new rules 
and regulations, and a reluctance to 





Cubic Content in Action . . 


. At the Show for Shows in New York, the 


change from a fixed standardization 
based upon a limiting concept of 
conformity as against the vital idea 
of flexibility and creativity. 


> As the concept of the use of “cubic 
content” of an exhibit space devel- 
oped, many important factors come 
into focus ... 

1. The new use of space becomes a 
means for creating a more effective 
type of exhibit. 

2. A more economic arrangement 
can be allotted to the functions 
within the rented space. 
3. These new dimensions 
construction of a more 
nature. 

4. This additional dimension creates 
a desire and a need for the use of 
new materials, as well as finding 
new uses for old materials. 

5. It permits a potential for creating 
new forms which will make possible 
greater brilliancy in salesmanship 
and showmanship. 

6. It permits new arrangements of 
structural and audio visual elements 
within the exhibit area, which will 
not only provoke refreshing, differ- 
ent and more intelligible sales pres- 


permit 


flexible 


“cubic content’’ 


concept of trade show exhibits was carried out, demonstrating the flexibility of design, 
utilization of space and freer functioning of sales representatives. 
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entations, but will inspire industry 
to become more professional in its 
selling techniques. 


>I am not elucidating here on the 
technical aspects of the “cubic con- 
tent” concept. However, I am sure 
that you all understand that this 
simply means—“using more of the 
cubic area in a trade show booth 
space than is presently allotted 
under the one-third out, eight-foot- 
high limitations’—which have ex- 
isted for too many years in most of 
our trade shows. I am glad to say 
that in some trade shows this is 
changing to the use of space one- 
half out. In others, the center sec- 
tion of three-fourths of the front 
area, 8 high, is being permitted. 

These changes are good. The im- 
portant thing about “cubic content” 
is not only its permissibility but the 
potential for improvement through 
the use of this three-dimensional 
sales medium. 


> First, however, let us look at some 
of the dangers, fallacies and pitfalls 
which await us if we misuse the 
“cubic content” concept—and here is 
the warning to the wise: 


1. This “cubic content” concept is 
not an excuse for building more 
construction at a greater cost to the 
exhibitor. This is intelligently borne 
out by an understanding of the new 
types of lightweight construction 
available today. 


2. This is not a reason for destroy- 
ing the over-all design and effective- 
ness of a trade show in its entirety. 
Rather, it can enhance it beyond its 
present-day limitations. 


3. This is not an excuse for creating 
complexity or confusion in a display 
of the product and its sales message. 
It is more a reason for simplicity and 
better dramatization. 


4. And it is not an excuse for as- 
suming greater or lesser bulk than 
your competitor in the adjoining 
booth or in other booths in the same 
exposition. Rather, it is a question 
of a more intelligent use of the space 
available. 


> The basic motivation in the “cubic 
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tady, Syracuse and Buffalo, N. Y. In 





. . This Show for Shows 


Cubic Displays . 
exhibit (with those below) is typical of 
booths using the ‘’cubic content’’ concept, 
which may become standard for trade 
shows. 


content” concept is based upon im- 
proving, upgrading, giving greater 
impact, and developing a greater 
human interest in the execution of 
your “sales idea.” I know that to 
some this will be a new toy, and I 
cannot warn too strongly that it 
must be understood primarily as a 
wonderful, powerful, and exciting 
new medium. You will be successful 
only if you use the “cubic content” 
concept with professional aptitude, 
a better comprehension of the sales 
techniques and a more direct under- 
standing of a manner of building 
props around your “sales idea.” 

Let’s see how this works. In the 
first place, there is no such thing as 
an exhibit which is important be- 
cause it is an exhibit. An exhibit is 
only as important as it is an efficient, 
effective and economic sales tool. It 
must say to the customer and ob- 
server exactly what your sales peo- 
ple want to say, and it must appeal 
through all their God-given senses 
towards creating the proper impact. 
One does not design or create an 
exhibit for itself. Along these lines, 
a number of things must follow: 


e The visual aspects are only impor- 
tant as they portray the sales idea 
and provoke and inspire observer at- 
tention in keeping with the exhibi- 
tor’s sales message. 





stock-size lumber and panels. Fin- 
































e There is no construction or struc- 
tural part of an exhibit which has any 
inherent significance beyond its func- 
tion. It serves, firstly, to dramatize 
the presentation and demonstration 
of your product and sales message. 
Secondly, it makes possible the phys- 
ical facilities for the convenience of 
both your sales representative and 
your customer. In this way, we per- 
mit the exchange of sales thinking 
in a proper atmosphere and in its 
most professional manner. 


e The economics of our exhibits me- 
dium is measured not only by actual 
spaces and areas filled, but also by 
those spaces and areas which are not 
filled. Profitably designed space is 
space which permits good visibility 
and ease of observation and a direc- 
tional influence for concentrating and 
focusing at the proper point. It also 
calls for the intelligent elimination of 
objects, construction and other ele- 
ments which would tend to distract 
from the simple and direct potentials 
involved in your sales presentation. 


> We have been talking about proper 
versus improper use of “cubic con- 
tent.” This, of course, is a concern not 
only of your creative designer but of 
everyone involved in this expanding 
trade show business. The upgrading 
of the trade show industry is the up- 
grading of trade show thinking. You 
can only work big if you think big. 
It is true that creative thinking is a 
highly individualized concept, but it 
is even truer that the manifestation 
and materialization of this kind of 
thinking is most effective if it is made 
possible through the combination of 
many people’s efforts and teamwork, 
such as is required for this powerful 
exhibits medium. 

This creative thinking, which is a 
terrific and exciting experience, is an 
important part of this “cubic content” 
concept, because it means thinking 
three-dimensional space. I am sure 
this new space concept will inspire 
exhibit designers, builders and sales 
people with a realization of the un- 
limited possibilities being afforded 
us, especially along with the many 
new materials and devices which are 
being supplied by our expanding 
world of chemistry, physics, elec- 


Folder Deccribes Services 


ronics and that powerful, new baby 

.. atomic energy. 

We have talked about reducing the 

hysical effort expended by the ob- 

erver at trade shows. We have 

alked about achieving more profes- 

ional quality in trade shows. We 

ave talked about how wonderful it 

ould be if you could practically 

and the exhibit to the observer on a 

latter instead of having the observer 
wear himself out looking at your ex- 

hibit. We have also talked about how 
wonderful it would be if your prod- 
uct could be suspended in space, at 
the proper level for observation, most 
convenient to the observer, and could 
be demonstrated in such a way as to 
illustrate all of the pertinent and spe- 
cific qualities and its sales features, 
with practically no physical effort on 
the part of the observer. 

This is not just dreaming. Today, 
we are fortunate enough to see these 
thoughts becoming a reality. In the 
name of better and more intelligent 
use of the “cubic content” in trade 
shows, in the name of greater vision 
and creative thinking for the future 
of this trade show medium, and in 
our constant effort toward doing a 
successful sales job, we are dedicated 
to grow with this growing exhibits 
industry. It is inevitable that we shall 
pursue a direction towards more ef- 
fective, efficient and economic, as 
well as much greater human, con- 
cepts. This will be possible only if we 
remain open minded, flexible in our 
thinking, and three-dimensional in 
our perceptions. It is necessary to 
have usable three-dimensional booth 
space at trade shows. This is the rea- 
son for the need to use “cubic con- 
tent.” 44 

















































Mobile Exhibits Used 
To Promote Anthracite 


Furnaces presented with a flair in 
a new mobile exhibit are helping sell 
hard coal. An industry sponsored 
project, the mobile exhibit display- 
ing five of the latest model anthra- 
cite burners is touring county fairs 
and home and industrial shows in 
northeastern U. S. 

The unit, named the Anthracade, is 
a specially constructed 45’ flat-bed 
truck trailer. On its deck are exhib- 
ited the five different types of auto- 
matic hard coal burners. These are 
special cutaway display models 
which have some parts that are kept 
in motion. A demonstration firing 
cage is kept burning to illustrate 
what the inside of a burner looks 
like when it’s operating. 

A series of sign panels is used to 
describe the equipment. Three large 
animated lighted displays list the 
advantages of hard coal, illustrate 


Anthracite Salesmen 
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. . . New industry-sponsored mobile units, the Anthracade (left) 


and the Coalmobile are helping sell hard coal. The units are sometimes used together, 
as shown here in Atlantic City, and sometimes they travel separately. 


the operation of a new automatic ash 
removal process in a model home 
setup and show the comparative 
monthly costs of automatic coal, oil 
and gas heating for each locality the 
unit visits. 


> Brightly colored in red and white, 
the Anthracade’s circus-like appear- 
ance attracts attention wherever it 
travels. It is manned by a permanent 
staff of industry engineers, and in 


each community local fuel mer- 


IN EXHIBITS IT’S 


Sas es 
ne | 








One always stands out... 


r NEW YORK'S LEADING 
DESIGNERS AND BUILDERS OF 
' DISPLAYS AND EXHIBITS 


chants and equipment dealers join 
the staff. These “experts” explain 
the equipment to visitors, offer free 
engineering advice on various heat- 
ing problems and arrange for esti- 
mates on the installation of the units 
in buildings and homes. 

The unit was launched last No- 
vember. Thus far it has appeared at 
the Fuel Merchants Assn. of New 
Jersey convention in Atlantic City, 
and it has been shown to coal re- 
tailers in appearances in Schenec- 
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tady, Syracuse and Buffalo, N. Y. In 
addition, a test exhibit open to the 
general public was run in December 
at the Bergen County (N. J.) Indus- 
trial Exposition and attracted thou- 
sands of visitors. 


>Scheduled to complement the 
Anthracade at outdoor appearances 
is the industry’s other mobile unit, 
the Coalmobile, a_ self-contained 
communications center. The Coal- 
mobile contains a special broadcast- 
ing system over which music and 
spot messages on anthracite may be 
amplified. It also has facilities for 
setting up an outdoor motion picture 
theater for showing the industry’s 
new 27-minute color film, “Black 
Diamonds,” and slide films of anthra- 
cite equipment. The unit also is 
equipped with racks of literature and 
panel displays. 

The Coalmobile has been circulat- 
ing through New York, New Jersey, 
Pennsylvania and New England areas 
since its inception in May, 1954. 

In addition to their public educa- 
tion and sales functions, the Anthra- 
cade and the Coalmobile also serve 
to inform coal dealers themselves 
about the latest in automatic hard 
coal furnace units. Opening new 
dealerships, inspiring more optimis- 
tic and aggressive hard coal promo- 
tions by dealers who also sell fuel 
oil, and serving as a focus for local 
industry sales and merchandising 
meetings are valuable side accom- 
plishments of the mobile exhibits. 


’Coal retailers are cooperating to 
support the units, working through 
their trade associations in anthracite 
areas in New England, Pennsylvania, 
New York and New Jersey. The 
Anthracite Industry Council is com- 
piling a schedule of appearances for 
the units. 

Public Relations Management 
Corp. (New York) did the major 
planning and publicity on the An- 
thracade. The actual construction of 
the exhibit was done by Ivel Con- 
struction Corp. (Corona, N. Y.) and 
Jackson Trailer Sales (Jamaica, 
N. Y.). 

The Anthracite Council is plan- 
ning to keep the Anthracade and its 
sister unit, the Coalmobile, on the 
move throughout northeastern U. S. 
during the remainder of 1955. 44 


Prefabricated Exhibits 


Described in Brochure 


Eight different styles of Paxall 
prefabricated exhibit units are de- 
scribed and illustrated in a brochure 
issued by Direct Displays (May- 
wood, IIl.). The exhibits which come 
with their own shipping cases, range 
in price from $299 to $699. 

All of the exhibits are built from 
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stock-size lumber and panels. Fin- 
ished surfaces are made of birch ply- 
wood, well framed and reinforced 
with clear white pine lumber. The 
sections are fastened together with 
214” continuous piano hinges extend- 
ing the full height of the display. All 
joints are both glued and nailed for 
extra rigidity. 

Displays can be painted in any 
choice of colors. Peg-Board panels 
be substituted for birch paneling at 
no extra cost. 

All basic Paxall units are 7'10” 
high to conform to the height regu- 
lations of most conventions. When 
open they measure 7’6” or 9’6” to fit 
any standard 8 or 10’ trade show 
display space. Extension panels to 
expand units to fit larger booths are 
available. 

The Paxall folder contains illustra- 
tions of all styles and several illus- 
trations of units as tailored for spe- 
cific advertisers. 


For your copy circle No. 535 on the 
Reader’s Service Card inside back cover. 


New Low-Cost Exhibit 
Developed by Federal 


An attractive, low-cost pre-fabri- 
cated exhibit unit has been de- 
veloped by Federal Displays Inc. 
(Cleveland). The fiber board unit, 
measuring 10x8’, is priced at $99.50. 

The display features a large center 
panel that snaps together and is de- 
signed to hold pictures of a product 
display. Included in the basic price 
are a shipping case, a 2x4’ Masonite 
table with wrought iron legs, a large 
10x8’ Masonite panel with company 
name in raised, cut-out letters and 
a small planter box with artificial 
flowers and ash tray. Fiber board 
panels and washable, flame - proof 
drapes are available in a choice of 
colors. The basic $99.50 also includes 
Federal’s planning service for aid- 
ing advertisers to arrange products, 
pictures and literature, etc., for the 
most advantageous use of the unit. 

Similar units in different sizes are 
also available. Further information 
on the units is offered. 


For your copy circle No. 536 on the 
Reader’s Service Card inside back cover. 
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“Is that one visual enough for you, J.B.?” 














Folder Describes Services | 
Of Show Promotions Inc. 


How to merchandise exhibit space, ; 
develop top attendance, create sales , 
for exhibitors and increase public. 
relations is told in a folder describing f 
the services of Show Promotions| 
Inc. (Detroit). { 

The folder, which also includes ¢ 
testimonials from users of Show Pro-; 
motions services, is available to in- 
dustry, trade or business show users. 

For your copy circle No. 537 on the 
Reader's Service Card inside back cover. l 


r 


Bemiss-Jason Brochure 


Shows Panelrama Units 


Corrugated displays—wall “Panel-, 
ramas,” wraparounds, panels and 
banners—are described and _ illus-, 
trated in a brochure issued by Be- 
miss-Jason Corp. (Redwood City, | 
Cal.). Nine examples of advertisers’ | 
uses of the displays are shown in the’ 
folder. 

The “Panelrama” is a large corru- . 
gated paper wall sign. Other uses for 
the corrugated paper, such as awn- 
ings, counterfronts, panels for count- 
ers and display bins and window 
trims, are illustrated in the brochure. 
The paper can be printed on either 
the smooth or corrugated side. 

Among the advertisers using the 
display units are Calvert, Pixie 
Cakes, Guild Wine, Champ Candy 
and Gallo Wines. Rolls of the corru- 
gated paper are available in any 
length up to 250’ and can be printed 
in one to four colors. 


For your copy circle No. 538 on the 
Reader's Service Card inside back cover 


Booklet Contains Hints 
For Chicago Exhibitors 


A special 16-page pocket-size 
guide containing information needed 
by exhibit managers and others at 
Chicago trade shows and conven- 
tions is being distributed by Gen- 
eral Exhibits and Displays Inc. (Chi- 
cago). Problems which often con- 
front exhibit managers while setting 
up booths and displays for Chicago 
shows are answered. 

The booklet lists sources for last- 
minute replacements, such as cut- 
out letters, display fabrics, photo- 
graphic and lighting equipment and 
motors. There is detailed informa- 
tion on shipping facilities, plus se- 
curing Saturday and Sunday help. A 
map of downtown Chicago, on the 
center spread of the booklet, indi- 
cates the location of hotels and points 
of interest. 


For your copy circle No. 539 on the 
Reader’s Service Card inside back cover. 
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An incentive program designed to 
do several different jobs at the same 
time has been an important factor 
in Falstaff Brewing Corp.’s (St. 
Louis) rise to one of the leading 
brands in the beer industry. 

When Falstaff reviewed and de- 
cided to define with pin-point pre- 
cision its various sales objectives two 
years ago, it wound up with the fol- 
lowing list: 

1. To boost sales during the cold 


weather months, when the sales 
curve normally dips. 
2. To increase penetration in all 


parts of its 28-state marketing ter- 
ritory. 

3. To reduce the time necessary to 
gain a firm foothold in new markets. 
4. To stimulate increased effort, on 
the part of distributors and their 
men, in all Falstaff sales promotion 
activities. 

5. To increase usage of point-of-sale 
material. 

In the two years since the list was 
drawn up, Falstaff has made signifi- 
cant progress towards achieving each 
of the objectives. Bruce Wightman, 
general sales manager, gives an im- 
portant share of the credit to two 
unusual incentive programs, financed 
by Falstaff and in some areas jointly 
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Clever Themes 


pur Interest 


with its distributors, and utilizing 
merchandise prizes. 


>First of the two sales incentive 
programs evolved from meetings be- 
tween Bruce Wightman, J. V. Fort, 
director of sales training, and Karl 
Vollmer, vice-president and director 
of marketing. They agreed that it 
would take extra effort to do the job 
they wanted done and that a sales 
incentive program for distributors’ 
salesmen was the logical method of 
doing it. 

They also agreed that distributors 
should be invited to share the cost 
of the program on a cooperative basis 
where state regulations permitted— 
but that distributor participation 
should be voluntary. It was felt that 
much more enthusiastic effort would 
be generated if the distributors par- 
ticipated actively in the cost. 

One big problem was to find a 
theme for the sales incentive pro- 
gram that would stimulate enthusi- 
asm for a two month campaign and 
that would be adaptable to utilizing 
seasonal promotional materials to be 
used in maintaining that enthusiasm. 


> Falstaff called in Belnap & Thomp- 
son (Chicago), national sales incen- 
tive house, and outlined the objec- 





Contests 


FALSTAFF 


X 


PILOT'S LICENSE 


hes quelified as a “high fying” selesmen and is given license 
te boost of his product, toke on ovtheritetive stend on beer 
quolity and is authorized te see thet his customers ere elweys 
supplied with Premium Quelity Felstef. 


tives, as well as the problem of the 
theme. In the ensuing discussion, it 
developed that Falstaff had just ac- 
quired a larger company airplane, 
which Mr. Wightman, a former pilot, 
and other company officials used to 
step up their personal contacts with 
distributors throughout the territory. 
The plane had become a familiar 
sight to Falstaff representatives in 
all parts of the 28-state area. 

As a result, Belnap & Thompson 
proposed that the incentive program 
be called the “Falstaff Prize Flight.” 
Each distributor’s salesman was ap- 
pointed a “pilot” during the two 
month campaign and received a 
pilot’s “license,” entitling him “to 
see that his customers are always 
supplied with Premium Quality 
Falstaff.” 

In addition, each salesman also 
received a supply of “co-pilots’ li- 
censes” which he could fill out and 
hand to each customer on his route. 
The printed matter explained that 
the recipient had qualified as a co- 
pilot “by demonstrating exceptional 
judgment in the display and sale of 
Premium Quality Falstaff,’ and in- 
cluded an invitation to visit any Fal- 
staff brewery. 


> Keystone of the program was the 
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“log book of prizes,” a special Belnap 
& Thompson catalog tailored to the 
Falstaff campaign and mailed direct- 
ly to the home of each salesman. 

Route-salesmen’s wives were com- 
missioned “flight hostesses,” and sup- 
plied with a “want list’’ certificate in 
which they could check down the 
prizes they wanted most. In addition, 
they were asked to keep an “altitude 
record” of the points their husbands 
won—and were given a number of 
suggestions for helping their mates 
to win prizes. 

The rules were kept as simple as 
possible. Each distributor was as- 
signed a “base figure” (quota) for 
sales of cases of beer during the con- 
test months of January and February 
1953. This base figure was set at 75% 
of case sales during the correspond- 
ing two months of 1952. 

After the distributorship had 
reached the base figure, it began ac- 
cumulating points at the rate of one 
merit point per case—until 100% of 
the preceding year’s sales was 
reached. 

After this goal was attained, points 
were awarded at the rate of five 
points per case. Distributors were 
invited to match the company’s 
merit points with an equal number 
of their own, and the points were 
distributed to salesmen via incentive 
bank checks late in March. Prize or- 
der blanks were distributed at the 
same time. 


>The campaign was launched in a 
series of divisional meetings in vari- 
ous locations in Falstaff’s distribu- 
tion area from Florida to California. 
Falstaff home office representatives 
outlined the drive, using a flip chart 
presentation. They unveiled the pilot 
and co-pilot licenses, distributor 
score charts for keeping tab on sales 
made by driver route salesmen, and 
the series of seven mailing pieces, 
together with a merchandising cam- 
paign of great power. 

The mailing pieces to participants 
started with a teaser, then included 
several bulletins which carried 
sugar-coated sales training material, 
and wound up with two mailings de- 
signed to spur the participants to a 
jet-propelled finish. 

The same presentations, including 
flip charts, were given to each Fal- 
staff territorial manager for use in 
presenting the material to each group 
of distributors’ salesmen. At the 
close of each distributorship pres- 
entation, the “flight kits” were brok- 
en out and materials passed around. 

The results were excellent. The 
achievement was even more remark- 
able in view of the fact that beer 
industry sales were off sharply dur- 
ing January and February 1953. 

More important, results of the 
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Flight Record . . . Falstaff spurred interest 
by capitalizing on company-owned air- 
plane. Flight records issued to salesmen 
included licenses, sales records, etc. 


campaign continued after the pro- 
gram officially had ended. Sales con- 
tinued approximately well ahead of 
1952, even before the 1953 strike 
crippled beer production in Mil- 
waukee. 


>As a result of the success of the 
Prize Flight campaign in keeping 
volume high in what normally is the 
off-season, Falstaff again called on 
Belnap & Thompson to prepare an- 
other prize incentive campaign. 

The new two-months campaign, 
which started October 1, was simi- 
lar to the preceding drive in a num- 
ber of ways. The “base figure” for 
each distributorship is the total sales 
of the distributorship in October and 
November 1953. After “base” had 
been reached, each distributorship 
awarded merit points for each case of 
beer (or its equivalent) sold. The 
drive again was cooperative where 
state regulations permitted. 

The theme, however, was unusual. 
Since Falstaff sponsors a top rated 
mystery show, “Rod Cameron, City 
Detective,” the new theme was “Case 
the Place with Falstaff.” In addition 
to the double meaning in the theme 
title itself, the idea sparked a host of 
promotional ideas to support the 
drive. Each salesman was supplied 
with “identification cards” showing 
that the bearer was a “city detec- 
tive,” authorized to seek out addi- 
tional sales. The salesmen filled in 
the names of their customers and 
handed them cards. 


>The mailing pieces, which were 
sent directly to the salesmen’s homes, 
included a teaser, and were designed 
to accent sales training material and 
to aid in merchandising winter sea- 
son point of purchase material. These 
mailing pieces discussed “breaking 
the case,” “attending the show-up,” 
“celling prospects,” and told how to 
“cop your share of prizes.” 

A sound-slide film was developed 
by Falstaff’s sales training depart- 
ment for presentation of the “Case 














































the Place” incentive offer. This fil 
was a cartoon-type, full color wit 
exciting sound effects built around 
“Roscoe the Ace Salesman,” a car 
toon character whose monthly sales 
adventures are sent by direct mai 
to each route salesman’s home to 
help him “work smarter” on _ his 
route all through the year. 

A meeting guide was prepared i 
which each step of presentation—(1 
general office personnel, (2) divisio 
managers, (3) territorial managers 
(4) distributors, (5) distributors 
sales personnel—was outlined in de 
tail. Meetings were then held at all 
five levels so that everyone eve 
remotely connected with the sale of 
Falstaff beer was not only completel 
oriented regarding the details of the 
“Case the Place” offer but was thor- 
oughly grounded in all the tools wi 
which they were supplied to get the 
sales job done, including tv, radio, 
newspaper and billboard support a 
well as the use and application of 
each individual point-of-sale piece. 


>By December 1, 1954, the new 
campaign had helped push Falstaff 
sales to new highs. On that date, the 
brewery announced that sales for the 
first eleven months were over 3,000,- 
000 barrels, more than 100,000 bar- 
rels ahead of the total for the full 
twelve months of 1953. Falstaff’s 14% 
plus increase in sales during the first 
eleven months of 1954 over the pre- 
ceding year compares with an indus- 
try drop of about 4.5% in the same 
period. 

Falstaff officials are convinced that 
peak results from an incentive cam- 
paign can be attained only when 
peak interest is maintained. They 
point out that the two Falstaff cam- 
paigns combined the interests of the 
client organization (the plane and 
the detective program) with the 
client’s objectives (boosting sales in 
the off-season, increasing penetra- 
tion of market and increasing usage 
of point-of-sale material). Net re- 
sult was a series of two incentive 
programs which reflected the official 
Falstaff sales approach and, thus, 
were familiar to and welcomed by 
the route salesmen. 44 


Advertising Specialties 
Illustrated in Catalog 


A varied line of advertising spe- 
cialties — including everything from 
a key case to a miniature tool chest— 
are described and illustrated in a 
catalog issued by Bayes Mfg. Co. 
(New York). 

The 32-page booklet presents such 
varied items as billfolds of different 
types, coin purses, card cases, com- 
passes, cosmetic cases, document 


portfolio, first aid kit, lucky dollar 


















case, luggage tag, manicure sets, mir- 
rors, screw driver kit, whisk broom 
and a zipper hand portfolio. 

Among the more unusual special- 
ties shown are: a jigger cup set that 
includes four different colored plas- 
tic cups that nest in a leather case, 
priced at 52¢ in 1,000 lots, and the 
All-Purpose Utility kit—nine useful 
tools, including a screwdriver, a 
corkscrew, bottle opener, etc., en- 
closed in a handy 21x35” leather 
case. The kit ranges in price from 
$3.80 to $3.20 depending upon quan- 
tity. 

Prices for other items illustrated 
range in price from 20¢ each to $4 
each. 

















For your copy circle No. 540 on the 
Reader’s Service Card inside back cover. 


‘Lucky Matches’ Combine 
Poker Hands, Advertising 


A new match book that combines 
actual poker play with remembrance 
advertising is now available from 
Lion Match Co. (New York). 

Called “Lucky Matches,” the new 
books contain 15 sticks. On each stick 
is printed a complete poker hand. 
Players select sticks from the match 
book and then compare hands as ina 
regular poker game. 

“Lucky Matches” have imprint 
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creation. 






or white. 





Jobber. 





) PAT. APPLIED FOR 


IN TWO SHORT MONTHS... 


Top-Spot has become the most sensational, most talked-about 
Advertising Specialty available. “Absolutely Unique,” ‘’Terrific,” in fact 
every word in the ad man’s book . . . has been used to describe this 


To a score of brightly-colored Juvenile Caps . 


rigid, vinyl plastic Top-Spot sign . . . in red, blue, yellow, green, orange 


Top-Spot sign can be your emblem, a trademark or special message 
. in almost any shape you desire to attract attention. 


A variety of cap styles, colors, and choice of imprint plus Top-Spot 
to capture the fancy of every juvenile in the market. Consult your clas- 
sified telephone directory for the name of your Advertising Specialty 


To Good to spotlight your message 
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Seven Hands . 
five poker hands in this over-size match 
book designed to illustrate ‘Lucky 
Matches,’’ Lion Match Co. product which 
combines poker hands with remembrance 
advertising. 


. . This smiling girl holds 


space on the front cover and room 
for appropriate reminder advertis- 
ing slogans, such as “You always win 
when you deal with ..... sinane !” or 
“Don’t gamble. Choose .............. 1? A 
minimum order is one case of 2,500 
match books, and specially designed 
covers are available for larger orders. 

Additional information is avail- 


able. 


For your copy circle No. 541 on the 
Reader's Service Card inside back cover. 


. can be added this 


Produce New Baby Sitters’ 


Guide as Specialty Item 


The “Parents’ and Baby Sitters’ 
Handi-Guide,” a clever folder which 
tells the baby sitter what she should 
do in almost every situation, has been 
produced as an advertising specialty 
item by American Visuals Corp. 
(New York). 

The little folder contains such in- 
formation as what to do when baby 
upchucks, how to hold a small baby, 
how to put baby to bed and how to 
handle “balky behavior.” Spaces are 
provided for the parents to write in 
the name, address and telephone 
number of where they expect to be 
and for emergency numbers such as 
doctor, police and fire. The guide has 
humorous line illustrations and is 
printed in red and blue. 

Space is allotted on the front cover 
and on the entire back cover for the 
advertiser’s name and message. The 
company suggests that since the cost 
per unit of the folder is small, the 
item can be used effectively as a 
giveaway, premium or tie-in gift. 

Additional information is avail- 


able. 


For your copy circle No. 542 on the 
Reader's Service Card inside back cover. 
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Gasoline 





Smart Gasoline Producers ~ 


Use Balloons to. 
@ Bring people with kids into 
their service stations. 


@ Sell more gas, oil and 
ube jobs. 


®@ Publicize their gasoline brand 
all over town, 


Because 


PIONEER Qualatex Balloons 


®@ cost very little and — are easy ME 
to distribute Or =O 


@ have real toy value as PARENTS; 











premiums 


® carry name of your brand 
of gasoline wherever kids 
take them 














mont Og Miuas > 


$ Guaranteed by > 
Good Housekeeping 





Get ideas, samples and im- 
print information from our 
Premium Department. 





Write today to... 





PIONEER muse. 


EUGAEGD 410 tin Road « ar 
ud / 


BALLOONS 


. for more details circle 637, page 121 


“COL-FAST”’ 
ADVER-TIES, T-SHIRTS, 
CLOTH TABLECLOTHS 
Custom Printed in Colors 


YOUR product, sales message or 
slogan attractively and colorfully 
imprinted in detail. 

a 






Custom de- / 
signed cloth [ 

tablecloths and ‘ 
napkins—for gifts, for promoting 
your product in restaurants, tav- 
erns, etc. Wonderful for rathskel- 
ler use and informal luncheons. 





Victoria ex- 

ae 
NEW Kentucky Colo- 
nel Ties, for centen- 
nial celebrations. 


FOR PROMOTIONS .. . 
PREMIUMS .. . SALES- 

.. MEETINGS... 
$s 





Tai Ma liane tee ae 
St. Louis 1, Mo. 


512 Lucas, 
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Chicago Success 


“Hot” New Specialty 


Items Seen at Shows 


By Bert Enos 
AR Associate Editor 


At least four factors contributed 
to the success of the two specialty 
shows held in Chicago during March, 
in the opinion of AR representatives, 
who spent considerable time at each. 

The shows were the Advertising 
Specialty National Assn. and the Ad- 
vertising Specialty Institute spring 
shows, with some 10,000 items on 
exhibit by 370 manufacturers and 
with a total of some 1,500 jobbers in 
attendance. 

The four factors: 

1. More tightly controlled registra- 
tion ... Only bona fide specialty job- 
bers were admitted to this year’s 
shows, and this factor alone resulted 
in more business being done than 
was apparent previously. In exhibit 
room after exhibit room, personnel 
commented on the volume of legiti- 
mate business that was being con- 
ducted during the two shows. 


2. Hundreds of brand new “hot” 
items ... That the $400,000,000 ad- 
vertising specialty business is on its 
toes as never before was evident 
from the great number of new items, 
representing every degree of ingenu- 
ity, beauty and usefulness, that were 
exhibited. 


3. A “business first” attitude ... 
Parties, visiting-around, jollity, these 
concomitants of so many shows were 
replaced by a serious attention to 
business, and most jobbers in at- 
tendance spent their time in exhibits 
they felt meant future business for 
them. 


4. Less emphasis on “loot” .. . While 
this factor is doubtless tied in with 
the factors of controlled registration 
and a business first attitude, it de- 
serves mention if for no other reason 
than it was so noticeable. Where in 
former years you saw visitor after 
visitor loaded down with samples 
and giveaways, visitors at this year’s 
shows carried catalog sheets, price 
lists and other information pertinent 
to sales. 


> Reports from officials of both shows 
indicated that jobbers ordered en- 
thusiastically enough to warrant the 
assumption that specialty sales for 
1955 will outstrip last year’s $400,- 
000,000 figure. This is because smaller 
businesses are learning more and 
more that specialties are an ideal 
medium because they are cheap and 
easy to control budget-wise, accord- 
ing to show officials. 






Girl with a Specialty . . . lva Withers, 
whose specialty is musical comedy, looks 
over a few of the thousands of advertising 
specialties that were displayed during the 
two specialty shows in Chicago. 


Among interesting specialties ex- 
hibited at the shows were: 
e A six-piece bar set designed to 
hang in a frame above a home bar by 
Parker-Gaines (Long Island City, 
N. Y.). 


e The “Sparky Jet Car,” a toy car 
powered by the release of air from 
a blown-up balloon, by Sparky of 
Chicago (Chicago). 

e A triple duty hostess cart with re- 
movable trays so it can be used as 
tea cart, tumbler and bottle holding 
tray or separate trays by G. D. Mar- 
tin Co. (Olympia, Wash.). 

e A daily reminder calendar desk 
pad with each page of the pad di- 
vided into days of the week, by Ber- 
jess Calpad Co. (Philadelphia). With 
tops and corners bound in leather- 
ette, the pad measures 22x17”. 


e Magnetic bulletin board, by Amer- 
ican Sales Clinchers (Rochester, 
N. Y.). The 8x10” board can be 
placed on any flat surface or hung 
on a wall. Messages are held to the 
board with plastic-covered magnets. 
e Imprinted disposable paper towels 
by Ever-Lite Co. (New York). High- 
ly absorbent, after slight use the 
towels may be used as cleaning rags, 
ete. 

e The show bowl, by Illini Inc. 
(Chicago), one of those old-fashioned 
paper weight snow scenes in a glass 
ball, with the central figure a prod- 
uct replica or message-carrying sign. 
e The Lively Lad Sports-Ax, a 
small hatchet that is a combination 
fish cleaner and scaler, hunting knife, 
light utility ax, ice pick, bottle 
opener, meat tenderizer and cleaver. 
By Lively Lad Mfg. Co. (Nashville), 
the Sports-Ax is packed in a genu- 
ine leather case. 

e A “sliderule” pencil by Monroe 
Mfg. Co. (New York), which com- 









bines a refill pencil with a workable 
slide rule. 
e The Ink-N-Trol pen by Siebert 
Advertising Co. (New York), a ball- 
point pen with an air valve that 
makes it possible to write straight up, 
straight down, or at a right angle. 
e Dial-O-Meter, a steel retractable 
tape measure with a dial on the top 
like that on a bathroom scale for easy 
reading of measurements, by Horton 
Advertising Specialty Co. (Lansing, 
Mich.). 
e Note ’n Doodle Desk Pads in a 
convenient 8%x11” size, leather 
bound and bearing 30 blank sheets, 
by Redi Record Products Co. (New 
York). The pad also comes in a 
19x24” size for king-size doodlers. 
One of the “hottest” specialties of 
all, however, was an item that most 
exhibitors weren’t showing—the li- 
quid lead pencil, an adaptation of the 
ballpoint pen with erasable lead in- 
| stead of ink. While one exhibitor was 
showing this item, several others told 
AR that they had improved models 
in final stages of development and 
that they would be available to the 
trade within a matter of weeks. These 
exhibitors confirmed reports that 
jobbers are counting on the liquid 
lead pencil to rival the ballpoint pen 
as a top-demand advertising spe- 
cialty for 1955. 44 

































Hidden Imprint Feature 
Of Mechanical Pencil 


A new angle to help lend dignity 
to a common advertising specialty 
has been developed by the St. Louis 
Pencil Co. (St. Louis) for its First- 
Knighter mechanical pencil. Instead 
of the advertising imprint appearing 
on the face of the pencil, it appears 
on a special plastic cylinder beneath 
the pencil cap—just below the con- 
cealed eraser. 

The pencil has a black barrel with 
a polished chrome cap and _ trim. 
Plastic gift boxes and special mailers 
are available. Imprinting is in black, 
red, blue or green on a white plas- 
tic cylinder. Special color cylinders 
are available in quantities of 1,000 
or more. 

Details on the First-Knighter and 
other St. Louis Pencil Co. products 
are available. 

For your copy circle No. 543 on the 
Reader’s Service Card inside back cover. 


Amusement Park Uses 
Unusual Promotion 


Premium tickets are offered as free 
prizes for tv shows as part of the 
1955 promotion of Palisades Amuse- 
ment Park (N. J.), which has opened 
for the summer season. The prizes 
include a gold ticket for admission 


and free rides for four persons for 
the entire season and daily passes 
for two persons for one day. 

Palisades Park has also announced 
its facilities are again available to 
advertising agencies, motion picture 
and tv producers, as well as others 
desirous of obtaining authentic 
amusement park backgrounds. 

Information concerning either the 
facilities for photographs or the pre- 
mium ticket offers may be had from 
the management. 


For your copy circle No. 544 on the 
Reader’s Service Card inside back cover. 


Early American Autos 
Featured on Calendar 


Illustrations in full color and read- 
able descriptions of five famous mod- 
els of early American automobiles 
are used in a 1956 calendar by John 
Frederick Co. (Chicago), manufac- 
turer of Fine Arts Calendar Fash- 
ions. 

Hanging, the calendar measures 
7x13%”. The illustrations take up 
the top 7x51” of the opened calen- 
dar while the calendars for two or 
three months and a description of 
the pictured automobile are shown 
on the lower 7x52”. The back page 
of the calendar is the full 13%”, 
which allows 214” for imprinting. 

Pictured and described are the 
Rambler (Nash) Runabout, 1902; 
Studebaker Electric, 1903; Cadillac 
“H” Limousine, 1907; Ford Model “T” 
Touring Car, 1909; Buick “10” Toy 
Tonneau, 1910. The illustrations are 
simple and with clean lines, while the 
use of script in the title carries out 
the “old-fashioned” theme. 

A sample and complete details are 
available from the company. 


For your copy circle No. 545 on the 
Reader's Service Card inside back cover. 


Schiller Favor Corp. 
Issues New Catalog 


Almost every kind of advertising 
specialty from ash trays to zithers is 
listed in the new 40-page catalog is- 
sued by Schiller Favor Corp (De- 
troit). 

Designed primarily for firms who 
purchase promotions, specialties and 
novelties, the material in the catalog 
is also of interest to convention plan- 
ners and industrial buyers. 

Provision for imprinting is made 
on each of the hundreds of items 
shown, with extensive coverage giv- 
en to badges, balloons, calendars, 
calendar cards, desk items, imprinted 


hats, key chains, kitchen items, 
leather goods, lighters, pens and 
pencils, playing cards and yard 
sticks. 


For your copy circle No. 546 on the 
Reader’s Service Card inside back cover. 








Use records by stars like these 
as your next premium 





* Mitchell 
Ayres 
* Savannah 
Billy Churchill 
Daniels 





These are just a few of the famous, big-name 
recording stars whose records are now being 
offered as premiums with real mass appeal. 
Put your product name right on the label. 


Here is a partial list of other great names 
available to you! 


* Paul Wing Milt Herth Trio 


Get complete information today. Write, wire 
or call any of the offices listed below, 
Dept. AR-105. 


630 Fifth Avenue, New York 20, New York © = JUdson 2-501] 
445 N. Lake Shore Drive, Chicago 11, Ill. © Whitehall 4-3215 
1016 N. Sycamore Avenue, Hollywood 38, Calif. « HOllywood 4-5171 
1525 McGavock Street, Nashville 3, Tenn. © Nashville 5-6691 
In Canada, Call Record Department, 

RCA Victor Company, Ltd., 1001 Lenoir Street, Montreal, Quebec 


) TMKS.® custom 
Shy record 
sales 


WIS MASTER'S VOICE 


RADIO CORPORATION OF AMERICA + RCA Victor Record Division 
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INVISIBLE INK 
POST CARDS 


DIP IN WATER and “Presto” your own 
Message and Greeting Appears Instantly. 

When Card is Dry—Message Disappears. 
Dipped in Water Again Message Reappears. 

Same Card can be Used Many Times. 


HORSE RACE Charts with Invisible Ink 
Winners. 

MAGIC HORSE RACE Tissue. Start 
Race with lighted Cigarette for Winners. 
JOBBERS WANTED 
Write on Letterhead for Free Samples 


M. E. MOSS AND CO. 
11 Irving St., HARTFORD 8, CONN. 





. for more details circle 622, page 121 


Tops 

in readership by 
advertising managers! 
Advertising 
Requirements 





/MARVEY REALLY KNOWS 
HOW, TO SELL US KIOS! 
erga! 5 


RS Little kids are big business! 
Best way to sell ’em is via 
your own comic books. 
Ask Harvey how! 
















Write PROMOTION COMICS DIVISION for samples 









HARVEY FAMOUS NAME COMICS, INC. 
1860 BROADWAY NEW YORK 23.N.Y. JUdson 2-2244 
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Peat ele Tarai eth id, 
TO YOUR SALES PROMOTION 


Advertise with 


Wms 


Fires-up soles and dealer programs, 
conventions! for Executives, Salesmen, 


Dealers .. . Valued as business gifts! 









MILLER BEER 


Your trademork, logo, 
slogan, or product, col- 
orfully reproduced on 
regular or bow ties, will 
symbolize the cooperative good will 
thot marks every successful business 


Designed to your needs . . . dignified 
or flamboyant this HAND MADE 
neckweor of distinctive quality will 
add punch to your sales program, con- 
vention, new-product announcement, 
or any special event. Top quality in 
any quantity . . . one unit or a million! 

write TODAY for de- 

tails. Furnish ad samples 

and estimated quantity. 


AMERICAN 


BELLU 


DEPT.AR 
320 S. FRANKLIN ST. 
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BROWNIE MFG. CoO. 


Dept.!!, 55 FRANKFORT ST. 
NEW YORK 38, NEW YORK 
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NECKWEAR MFG. CO. | 


CHICAGO 6, ILLINOIS | 





Needle Threading Shears 


Are New Promotion Item 


A handy needle threading device 
that is a permanent part of a pair of 
household dressmaking shears makes 
a unique premium being offered by 
A. Lincoln Co. (Bridgeport, Conn.). 
In addition to the needle threading 
device, Lincoln shears have magnetic 
points to pick up needles; clip points 
for cutting patterns and sharp points 
to rip bastings. Lincoln Shears are 
hollow ground and shelf-sharpening 
with chip proof plastic coated 
handles. 

The shears with the needle thread- 
ing device are designed for remem- 
brance advertising and premium pro- 
motions and also are sold in many 
retail stores at $1.29. 44 


New Company to Offer 
Fibre Board Toys 


Fibre board play-size toys for the 
premium trade are being manufac- 
tured by Merchandising Premiums 
Inc., a new organization with head- 
quarters at 214 West 42nd St., New 
York. The company plans a com- 
plete line of western houses, super- 
markets, appliances and interplane- 
tary items, all of interest to small- 
fry. 


ee me ee 


(i 





The company will specialize in 
custom-made facsimiles of hard 
goods items in play-size for use as 
self-liquidating premiums, prizes, 
sales incentives and traffic builders. 
Howard Advertising Associates will 
handle the advertising. 44 


Col-Q-lator Calculator 
Offered by Collard Co. 


A new entrant into the field of 
slide rule or disc type calculators 
is G. L. Collard & Sons (Maywood, 
Ill.), with advertising pieces called 
“Col-Q-lators.” 

Custom-designed Col-Q-lators to 
meet a special requirement of a par- 





































Col-Q-lator . . . Front and back view of 
miles-per-gallon disc-type calculator car- 
ried as a stock item by G. L. Collard & 
Sons (Maywood, Ill.). 


ticular branch of industry, or for a 
group of prospects and customers 
with similar needs, have found use 
as selectors to determine size of 
parts or components, cost estimators, 
calculators for strength of materials, 
illumination, capacities and tool 
sizes, etc. 

Several designs are carried in 
stock. These include gasoline mile- 
age calculator for motorists, lumber 
calculator for the home worker, con- 
crete mix calculator for the man 
“who does it himself,’ and a cock- 
tail mixer for the recreation room. 
Available in minimum quantities of 
250, these stock items can be im- 
printed with dealer or salesman’s 
name. Promotional selling copy is 
made a part of custom-made pieces. 

G. L. Collard & Sons offers full 
service on Col-Q-lators, including 
design, layout, platemaking, print- 
ing, varnishing, bindery and finish- 
ing operations. Details and prices 
are available from the company. 


For your copy circle No. 547 on the 
Reader’s Service Card inside back cover 


Sloves Offers Unusual 
All-Plastic Portfolio 


A lightweight, multi-purpose port- 
folio—all plastic except the zipper 
pull—has been marketed by Sloves 
Mechanical Binding Co. (New York). 
Made of Ultron vinyl plastic, the 
Zippalope is available in a variety 
of colors and embossed patterns. 


Adaptable to various printing 
processes, the Zippalope is sug- 
gested as an imprinted specialty 


item and has already been used as 
an effective trade show giveaway. It 
is particularly handy for a “stow- 
away” briefcase for traveling, since 
it is extremely lightweight and has 
little bulk. 44 





By P. K. Thomajan 


Feminine hosiery is a delicate 
product to promote. Some say the 
thigh is the limit, and there’s a big 
difference between an ad that’s sexy 
and one that has sex appeal. 

The advertisements of Hanes Ho- 
siery Inc. (New York) have played 
a notable part in popularizing seam- 
less stockings and gaining for them 
preferred acceptance. 

This company has been a pioneer 
of seamless hosiery. It has done a 
skillful job of unselling women on 
the idea that seams make stockings 
more attractive, whereas they have 
always been the result of a manufac- 
turing deficiency. In fact, a seam is 
really an imperfection. 


> Hanes ads have been the joint cre- 
ation of Grace Jones, promotion di- 
rector for Hanes, and artist Bobri. 
They make a brilliant team and each 
year they achieve a new high in turn- 
ing out advertising that helps bring 
about accelerated turnovers in mer- 
chandise. It might be noted that the 
increasing demand for Hanes hosiery 
currently exceeds the supply. 


Hanes Hosiery Ine 


How Hanes 
Put Over 


—y 


There is no straining to make 
Hanes ads look different, for they 
have been something inherently dif- 
ferent with which to start. They 
boldly project the idea: seamless 
stockings are smarter and the correct 
thing. Oftentimes they even dispense 
with showing the product or resort- 
ing to the use of leg art. Hanes ads 
have steered a sensible course be- 
tween the too subtle and the too ob- 
vious. 

One of the most provocative of the 
Hanes ads shows a group of sophisti- 
cated cats trotting along in a sort of 
fashion parade. There is not a single 
pair of hosiery shown in the ad. One 
of the cats has a net over its face 
while another sports a big splashing 
bow printed in red. Hidden in the 
covert looks of these feline eyes is a 
glint of sublimated sex that lends 
piquant allure to the ad. The copy 
says no more than: Follow the fash- 
ion leaders . . in seamless stockings 

. smart coming . . and going! Most 
of these Hanes ads need no more than 
a single line of copy, yet they all tell 
a story when coupled with the illus- 
tration. Simple, direct, made up in 


. has done a notable job in unselling women on 


the idea that seams make stockings more attractive. Hanes promo- 


tion director Grace Jones and artist Bobri have 


talents to produce some highly effective advertising. 


combined their 


ft the pount- 


of-sale. Hanes really shines. A series of simple. but highly effective 


displays are helping sell seamless hose 


Seamles 


Ss Hose 


the form of a poster, they pitch their 
message in such a way that it can 
be caught in one glance. 


> Enhancing these ads is the co-fea- 
turing of contemporary vogues in 
footwear, shown in dramatic silhou- 
ettes. Interesting harmonies are cre- 
ated by introducing the stockings as 
a supplement to the shoe. 

The national ad campaign featur- 
ing the e.s.s. theme (eternal seam 
straightener) has adroitly branded 
the type that still suffers from stock- 
ing seamitis, a rather dreadful dis- 
ease. Through various designs and 
devices, there has been established 
a guilt-complex for this sort of thing. 
The sure antidote: Hanes seamless 
stockings. 

Illustrations are in the form of 
caricatures that are as amusing as 
they are purposeful. Particularly 
effective are those showing mascul- 
line orbs looking with distinct dis- 
approval on passing feminine limbs 
marred by crooked seams. Aware- 
ness of this situation has induced 
many a fair lady to make the sug- 
gested switch to the product dis- 
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Stickin’ Around 
with KLEEN-STIK 
An “Oscar” for KLEEN-STIK 


If they gave awards for outstanding 
P.O.P. materials, guess who’d win? 
KLEEN-STIK, of course! This 
versatile pressure-sensitive adhe- 
sive always give a top performance 
—no matter how difficult the role. 
Look at these recent “hits’’ star- 


ring KLEEN-STIK: 








A Furniture ‘First’’ 
DOUGLAS FURNITURE CORP., 


Chicago, presents this first really 
effective point-of-sale piece for chair 
backs. Of sturdy cardboard, in- 
geniously cut and folded, it’s held 
firmly by two strips of easy-to-apply 
KLEEN-STIK. Thousands have 
already been used by Douglas 
salesmen. Ad Director JACK 
THOMPSON points out the actual 
sample of ““LAMEX”’ plastic ma- 
terial attached, so customers can 
feel the quality. Smart modern de- 
sign and attractive pink-and-black 
printing by BERGER-AMOUR, 
Chicago, handled by BERN Y 
SLEPAK. 





"Take-One”’ Talker 


Suppose you needed a P.O.P. piece 
to fit several types of display racks? 
Solution—use KLEEN-STIK! 
That’s what THE FRITO COM- 
PANY, Dallas, did—with the hel 

of their agency, TRACE Y-LOCKE 


CO., INC. Result —this eye-catch- 
ing ‘““Rack Talker’’, slotted to hold 
“"Take-One”’ coupons. Two strips 
of moistureless K LEEN-STIK 
make it easy to peel-and-press onto 
any type of display. Account Exec 
NEWSOME GAY, Artist BILL 
NEALE and Production Man 
FRANK SMITH did the creative 
work, with “bang-up”’ printing by 
PADGETT PRTG. & LITHO 
CO., Dallas. 


Cast KLEEN-STIK in your sales 
**show’’ for eye-catching, long- 
lasting displays that sell and sell! 
Your regular printer, lithographer 
or silk sereener will furnish the 
script for plenty of promotion ideas 

- or set the stage yourself by 
writing for our free ‘‘ldea-of-the- 
Month” service today. 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ¢ Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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played. Contributing to these ads is 
the use of an intriguing flesh tint 
over legs. 


> Mat ads for local department store 
use sustain the e.s.s. theme of the na- 
tional ads. These are illustrated by 
lively line-and-wash drawings show- 
ing slip-clad females going through 
all sorts of contortions—in the frantic 
effort to adjust unruly seams. This 
kind of smart kidding sets a lot of 
thinking straight on a focal point. 
Such ads have proven real attention- 
getters and have helped boost sales 
in areas wherever they have ap- 
peared. They usually run two col- 
umns by a foot high. 

The rhythmic Hanes logo, by Bobri, 
has a great deal of flair. It connotes 
the very signature of style for it has 
movement, temperament, individu- 
ality and a great deal of eye appeal. It 
is a most workable signature and is 
so designed that it can be dropped 





Hanes Promotion Creators Artist 
Borbi and Promotion Director Grace Jones 
have jointly created the highly successful 
Hanes program projecting that seamless 
hose are smarter and the correct thing. 


in almost anywhere and immediately 
merges with the layout. 

Typography forms an integral part 
of the design of these ads, almost a 
secondary pattern. The type used is 
principally Futura, for it is the only 
type that does not conflict with the 
signature. Shorn of fancy serifs, 
possessed of lean clean contours, this 
type goes along with the trim lines of 
the illustrations. The lower case is 
often used, for it has a high compres- 
sion restraint. 


> Since there is much impulse buy- 
ing in fashion items, Hanes gives 
considerable attention to developing 
dramatic point of sale displays. These 
feature arresting ideas that are defi- 
nite stoppers. 

A recent Valentine Day promotion 
consisted of an attractive mail box 
and display card designed to fit sales 
counters. The mail box was made of 
glossy white cardboard, printed in 
cerise and black. It had a heart aper- 
ture for mailing stockings much as 
one would mail a Valentine greeting. 

The flanking display card carried 
the message: We mail for you—stock- 








ings by Hanes. Then it showed the 
actual folder used for this purpose. 
The folders were designed to hold 
one, two or three pairs of Hanes 
stockings. This was accompained by 
a matching envelope. Pen and ink 
were close by so that customers could 
address their own envelopes. Many 
of the stores took care of the postage 
on all packages dropped into the box. 
As a result of this promotion, Febru- 
ary sales took a pronounced jump. 


> Another Hanes promotion capital- 
ized on Mother’s Day. This point of 
sale combination consisted of a lucite 
leg fitted with a crisp paper sculpture 
head of a middle-aged lady topped 
by a gay hat. The leg was, of course, 
sheathed with a seamless. 

The backdrop for this unit was a 
cardboard display with the copy 
theme: Mother looks younger in 
seamless stockings by Hanes. Affixed 
was a protruding cardboard pocket 
holding a dozen or so Mother’s Day 
gift packets. These were made up 
like a greeting card decorated with 
a pink carnation and the inside flaps 
featured the words: Dear Mother. 
Under these, the stockings could be 
tucked in. This promotion prompted 
many a person who might just send 
a greeting card or some other token, 
to convert that impulse into Hanes 
hosiery. 

A follow-up of the Mother’s Day 
display leg was another unit of simi- 
lar appeal. This consisted of a lucite 
leg crowned with a silk topper and 
bearing the face of a monocled gent. 
The supporting placard featured the 
copy theme: Eyes stare when you 
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Simplicity Marks Hanes Displays 


. . . Typical Hanes counter displays are simple, promi- 


nently featuring the Hanes logo designed by Artist Borbi. The typography, usually 
Futura, forms an integral part of each display. Special gift wrapping is designed for each 
Christmas season, and dealers are supplied with lucite display racks. 


wear new 12 denier seamless nylons 
by Hanes. This line had also been 
featured in ad mats, giving the dis- 
play extra support. The astute ap- 
proach nicely capitalized on the gen- 
eral concept that there’s nothing like 
a well-turned (Hanes-clad) ankle to 
turn men’s heads. 


>A counter placard that has further 
dramatized the Hanes story was one 
showing in reverse the Hanes logo 
with copy above and below saying: 
Better than bare — Seamless stock- 
ings. Opposite was the caricature of 
a blithe lady proudly walking along 
in her stocking feet. 


A point of sale creation that has 
proven of inestimable value has been 
the Hanes Color Selector issued twice 
a year. This is a plastic bound item 
that is suspended from a counter rack 
and provides a guide to the correct 
stocking shade for costume and shoe. 
It presents Hanes seamless stocking 
colors in correlation with the new 
season’s colors in fabrics and shoe 
leathers. Six shades of Hanes stock- 
ings with actual specimens attached 
to each showing are presented. Then 
tipped on each panel are swatches of 
leathers and fabrics. In this graphic 
manner, a customer can clearly visu- 


alize the over-all effect of an ensem-: 





Help your customer select the right stock 
for the job... w7ite for this attractive portfolio 


FALULAH paper COMPANY 
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P-O-P BECOMES 


eC es 


BY HOLLYWOOD 


You'll blow the ceiling off your 
sales quota when you go P-O-P with 
Hollywood Banners. Any size, any 
shape, any color, any quantity 
King-size prestige for pint-size 


budgets! 


SALES BRAINSTORMS come easy 
when you go through our FREE 


book. Get it today! 


Tea 
ae 


116 East 32nd Street, New York 16,N.Y 


Telephone: ORegon 9-4790 












Advertisers 
use CLOCKS 


modern 
clocks 


(that is) 
















Model PDF-20 
@ leading Advertisers use 
modern clocks for they know clock advertising com- 


mands preferred position at the Point-of-Purchase. 


modern clocks — specialists in clock designing and fab- 
rication for 23 years — give brighter illumination, 
flexibility in dealer imprints, and low line voltage 
operation; all at competitive prices. 


see our complete line: 
Display Center, 58 Park Ave., NYS 


todey—wire, write or phone for complete information. 


Exclusive territories available 
to representatives. 


modern clock advertising co. 
212 Broadway, New York 7, N. Y. AP 7-8709 
“the Utility line in P. O. P. Display” 
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ble. This device helps sway sales by 
acting as an on the spot style con- 
sultant. 

Tying in with this Color Selector 
is a semi-annual folder sent to buy- 
ers presenting Hanes seamless colors 
for spring and summer and fall and 
winter. This carries samples of shades 
with full descriptions along with their 
match-mates. Also included is a price 
list. 


> Packaging plays an important role 
in adding to the desirability of Hanes 
stockings. All dealers are supplied 
with richly textured packets into 
which stockings may be inserted. The 
cover just carries the Hanes logo 
while the inside flaps tell about the 
fashion, economy and comfort fea- 
tures of seamless nylons. 

Stores receive their stock in the 
form of sleek cardboard boxes cov- 
ered with a glossy paper printed in a 
brown of air-brush wispiness through 
which the Hanes logo appears in re- 
verse. The stockings inside are 
wrapped in a crispy tissue decorated 
with the print pattern of the Hanes 
logo in gold and the word, Seamless, 
in white. These boxes are most pre- 
sentable and require no gift packing. 

During the holidays, Hanes also 
makes available to dealers at a nom- 
inal price a satin case in which stock- 
ings may be inserted. Each year, 
Bobri designs a paper with which 
gift boxes are wrapped. 

Dealers are supplied special lucite 
racks to show off these gift boxes on 
counters. Sometimes these papers are 
printed on foil, thus giving them an 
added lustre. The Christmas display 
unit for 1954 featured a stylized 
Xmas tree counterpiece from which 
were suspended like Christmas gifts, 
pouch-like bags containing Hanes 
stockings. 


> Direct mail pieces work between 
ad campaigns and point of sale items. 
Often these consist of the latest 
Vogue or Harper’s Bazaar ad re- 
printed in a compact self-mailer, 
fronted by the cover of that issue in 
full color and backed by a listing of 
popular numbers that may be or- 
dered from the local Hanes distrib- 
utor. Other folders call attention to 
ad mats and how they can help bui!d 
up stocking sales. One of the neatest 
of the Hanes direct mail jobs was the 
one promoting the new stocking color 
—Barely There (what a natural!). 
The cover was printed in a peacock 
blue and carried an illustration of a 
fashionable shoe with a swatch of the 
new shade tufted through it like a 
bow. 

One of the latest Jones-Bobri full- 
page ads is a tour de force of sheer 
chic. It is a delightful caricature 
showing the back of a nude holding 
a fig leaf over its posterior and the 








lines (rendered in a hieroglyphic- 
like lettering) reading: Smartest 
Fashion Since the Fig Leaf—Seamless 
Stockings by Hanes. 44 


View More Than Product 
With Vue-More Catalog 


Customers and prospects of Brevel 
Products Corp. (New York) have 
received a “strip-tease” catalog of 
Brevel’s 12 turntables that combines 
girl watching and merchandising in 
a satisfying manner. Samples of the 
catalog and information are avail- 
able from the company. 

Brevel’s agency, DuFine - Kauf- 


man Inc. (New York), combined a 
strip tease by a pretty model with 
a 34x54” matchbook to make the 





catalog, which features a model in 
progressively less clothing on each 
of its 12 pages. In each picture the 
model stands on or hangs from a 
Brevel turntable. 

On the back of each photo of the 
model is a picture and description of 
each of the 12 turntables in the 
Brevel Vue-More line. 

The cover of the match book pic- 
tures an ordinary lighted paper 
match with the flame die-cut to show 
the model as she begins her pretty 
display on the first page. The match 
book catalog is being used by Brevel 


display jobbers on a_ cooperative 
basis. 
For your copy circle No. 548 on the 


Reader’s Service Card inside back cover 
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SCOTCH DISTRIBUTION 





“This ‘know the product you are writing 
about’ may be okay, but...” 





—_ 


New Booklet Describes 
Display Workshop Units 


An eight-page booklet describing 
its products and including a reprint 
of an article about the growth of its 
business is available from Display 
Workshop Inc. (Hartford, Conn.). 

Three types of displays are de- 
scribed and pictured in the booklet 


» —self-crating displays, point of pur- 


chase displays and _ self-contained 
traveler displays. 

The self-crating unit in a perman- 
ent type, hard surfaced, standard, 
8x10’ unit, which can be set up in 
about 15 minutes and can fold itself 
down to size small enough to fit in 
a station wagon. The display is 
hinged throughout and is adjustable 
from 5’ to 10’ wide. Other types of 
this model also are shown. 

A variety of point of purchase dis- 
plays in wood, cardboard, 
metal and wire are fully described 
and illustrated. The self-contained 
traveler display, designed for travel- 
ing exhibits, hotel shows, factory 
show rooms, etc., folds within itself 
to make a compact plywood shipping 
case. Features of this model include 
a 15x60’ area for firm name and ad- 
dress, snap-on flameproof drapes, 
fluorescent light and shield and a 
choice of 12’, 18’ or 24’ wide, 5’ long 
table tops. 


plastic, 


For your copy circle No. 549 on the 
Reader's Service Card inside back cover 


New Display Effectively 
Shows Multiple Motion 


A display piece that combines two 
distinctly different types of motion 
was recently created by the Ani- 
mated Advertising Division of Econ- 
olite Corp. (Los Angeles). The un- 
usual display solved a problem that 
has been plaguing the Meets-A- 
Need Corp. (Seattle) for several 
years. 

The Meets-A-Need Corp. manu- 
factures the Sift-Chine, a flour sifter 
which has a device whereby the sift- 
ing is controlled by a hand squeezing 
operation of a trigger on the handle. 
This enables the housewife to hold 
the sifter in one hand and control 
the flow of the flour, while with the 
other hand she can stir the batter in 
the bowl. 

The problem presented to Econo- 
lite was to design a point of purchase 
display that demonstrated this dou- 
ble action. Econolite solved it by 
using its own “Scene-in-Action” 
method to show the flour sifting into 
the bowl. Through the use of a 
solenoid motor, the trigger-squeez- 
ing motion of the hand holding the 
sifter was achieved. 

Lithographed as a translucency in 










HITCH 


YOUR WAGON 
70 OUR 


_ » WORSE” 


You have created a 
prize-winning motion 
display! .. . works perfectly in test 
. .. promises “pats on the back” from the 
advertiser. But will its action stand up 
under months of grueling service? 

For low-cost, long-lasting power, use 


SYNCHRON 


.. the “Workhorse of the Industry” 






TIMING 
MOTORS 


For detailed information . . 


. and free engineering assistance to responsible 
manufacturers . 


. call in your SYNCHRON representative, or write the factory 


HANSEN MANUFACTURING CO., INC, princeton 11, inp. 


FACTORY REPRESENTATIVES: Wesley & Fromm, 5254 W. Madison St., Chicago, Ill. 
R. H. Winslow & Associates, 123 E. 37th St., New York, N. Y. 
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IMMEDIATE DELIVERY 


aa 2 aca ee) VINYLITE CELLULOSE ACETATE . 
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@ Clear and Colors Sizes 20 x 50 @ Sizes 20 x owe re} 4, 
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2-2616 
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Philadelphia 40. Pa | 2814 Fullerton Ave. Chicago 47, Ill Vy? 
\ 


WRITE FOR INFORMATIVE FREE BOOKLETS 
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SPECIALLY DESIGNED DOUBLE - COATED 
PRESSURE SENSITIVE ADHESIVE STRIP — 


Exceedingly strong adhesive tack over- 





r small additional 
a TWIN-STICK 301 
on the back of easel dis- 
plays allows the display 
to be mounted on any 


comes board warpage. 


@ WRITE FOR LITERATURE 
AND SAMPLES TODAY 






vertical surface when ADHERES e sows PRODUCTS co. 
counter space is not TO ANY U ra 549 WEST FULTON STREET 
available. SURFACE CHICAGO 6, ILLINOIS 
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Double Animation .. . This display for 
the Sift-Chine flour sifter combines two 
types of animation to demonstrate the 
sifter’s unusual ection. One type shows 
the flour ‘‘sifting’’ into the bowl and the 
other activates the hand squeezing the 
sifter handle. 


red, yellow and black, the picture of 
the sifting flour is given a realistic 
touch by projecting the illumina- 
tion and animation through from 
the back. The two animation units 
are housed behind the display. The 
25” square display also has side 
panels which list the unusual selling 
points of the sifter. 44 


Changing Transparencies 
Make Effective Display 


From winter to summer with a 
flash of light—this is the attention- 
getting gimmick being used in a new 
window display for the Bryant 
Heater Division of Affiliated Gas 
Equipment Co. 

The display utilizes the “picture- 
change” transparency technique. 
Created by Christman Engraving Co. 
(Battle Creek, Mich.), the display 
features a color transparency which 
first shows a winter scene by re- 
flected light and switches to a sum- 
mer scene when the back is illumi- 
nated by a flashing light. 

The change of scene is intended to 
emphasize the summer cooling and 


Quick Change .... This display for Bryant 
air conditioner units shows the unlighted 
winter scene. A flash of light from behind 
changes the transparency to show a sum- 
mer scene and illustrate the dual function 
of the air conditioner. 
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winter heating functions of the Bry- 
ant dual air conditioner unit. Thus 
the instantaneous change in the dis- 
play is not only an attention-getter, 
but also tells a story and illustrates 
an important selling point. The trans- 
parencies used were developed and 
produced by Transcolor Corp. (New 
York). 

The display piece is of die-cut 
cardboard with silk screen illustra- 
tions in color. An illusion of three 
dimensions is achieved in the fold- 
ing and by inserting die-cut pieces 
(two dogs) in the foreground. The 
picture change transparency occu- 
pies a “picture window” in the back- 
ground. 44¢ 


Interchangeable Poster 
Panels Promote Shoes 


A “wormy” chestnut frame and 
interchangeable 3-D poster panels 
have been combined to create an 
unusual new display for Field & 
Flint Co.’s (Brockton, Mass.) Dr. 
Locke and Foot-Joy shoes. The 
frame is designed to hold a series 
of the 3-D posters. 

The full-color posters, which can 
be installed easily, are made up of 
a flat background area upon which 
are mounted figures to create the 


Rn 
champions 


Interchangeable .. . This ‘‘wormy’’ chest- 
nut frame is being given free to retailers 
by Field & Flint to promote its shoes. 


dimensional effect. The wooden 
frame is 33x28’. Every six weeks 
dealers get a new display card, play- 
ing up different features of the shoes, 
to place in the frame. The unit can 
be hung on the wall or from a ceil- 
ing, set up in a window or mounted 
for an in-store display. 

The unit with interchangeable 
panels is being offered free to re- 
tailers. 44 


Giant Bottle Displays 
Promote Sales of Coke 


Giant replicas of the well known 
‘Coke’ bottle are attracting atten- 
tion for bottlers of Coca-Cola in all 
parts of the country. Molded of 
heavy rubber, the outsize display 
pieces have been used as attention 
getters in a variety of ways. 


A Large Coke, Please .. . These 6’ and 
42" high molded rubber replica of Coke 
bottles are being used by Coca-Cola deal- 
ers and retailers to create attention-get- 
ting displays. 


The big bottles have been the 
center of attention in store displays, 
mounted on drivers’ trucks, as part 
of a sign, in special tie-in department 
store promotions, on parade floats 
and outdoors to identify bottling 
plants. 

The bottles, produced for Coca- 
Cola by Mold-Craft Inc. (Port Wash- 
ington, Wis.), are available to deal- 
ers in two sizes—6’ and 42” in height. 
In addition, Mold-Craft has produced 
mock cartons and cases of Coke in 
huge sizes for use in store displays, 
exhibits and as part of outdoor bul- 
letins. 44 


Sarong-Style Sign . . . New development 
by Goodren Products Corp. (Englewood, 
N. J.) is this ‘‘wrap-around’’ transparent 
sign or decoration. Available in continu- 
ous printed rolls, the Goodstix display is 
self-sticking. Goodren suggests that the 
rolls can be used to wrap around products, 
pillars, etc. and as window trims and val- 
ances. Sample rolls and additional details 
are available. 


For your copy circle No. 521] on the 
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1200 users say 

2 * CAPEX Exhibits— 
exhibits | the original Pre- 
fabs—are all 
those things. 






Exciting new premium novelty. Actual 3-Dimen- 
sional motion pictures on cardboard self-mailer! 
No bothersome viewers to wear (or hold). 
Imagine YOUR PRODUCT or brand name 
leaping from the *Stereo-flix pages right before 
customers’ eyes! Startling animation—full depth 
—all real as life. Stock scenes available for 
customer imprint or distributor resale. Write 
NEAREST ADDRESS now for profitable in- 
formation. 



































New, Printing and Mailing Cost Estimator gives 
cost figures ‘‘in a jiffy’’. Includes comparative 
estimates on — Plates, Presswork, 
Paper, Folding, Envelopes and Mailing Services. 
Covers all types of printing. Includes a simpli- 
fied course in Mail Order explaining tested a 
of improving your mailing results. Especially 
valuable for Advertising, all Order & Direct 
Mail Men, as well as buyers and sellers of 


printing. 
SEE IT FREE 


There's never been anything like this Estimator 
—it’s Simple, Easy to Use, Accurate. See it 
Free. Send name and check for $1.95. (If you 
prefer we will ship C.O.D.) Look the Estimator 
over 7 days. If not 100 per cent satisfied re- 
turn and full payment will be refunded. Save 
Time. Know Your Costs—Send for the Snyder 
Printing & Mailing Cost Estimator Today. 


ry rr 7) - isin Special offer for premium salesmen. 
ttt ee Advertising S Estimating Handbooks Associates, DeKalb, Ill. 


Send for free ‘‘Idea-Starter’’ Design Portfolio 


Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 

























* Patent Pending . . . manufacturing licenses 
available from inventor. 
THE TELE-FLIX COMPANY 


WESTERN ADDRESS: Box 1530-V55, Main Post 
Office, San Francisco 1, California 


EASTERN ADDRESS: Box 50-V55, Times Square, 
New York 36, New York 
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The “key number” preceding the name of each advertiser listed below 
corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser, all you need do is to circle the 





number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 
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583 Filmack Studios . 9 
584 Filmotype Corp. 82 
587 Fox River Paper Corporation 4-5 
592 Gair Company, Inc., Robert . 4l 
589 Geiss-America Back Cover 
594 General Outdoor Advertising Co. FF 
595 Gilbert Paper Company . 23 
591 Glanzman Parker Studios 60 
596 Goodren Products Corp. 75 
597 Grace Letters. ; 77 
598 Graphic Arts Corporation of Ohio 65 
590 Graphic Systems 100 
599 Haberule Co., The 84 
606 Hansen Mfg. Co., Inc. 117 
671 Harvey Famous Name Comics Inc 61, 84, 111 
600 Hastings & Co., Inc. 16 
601 Headliner Products 119 
602 Heinn Company, The 7 
603 Herbert Co., H. T. 61 
604 Hernard Mfg. Co., Inc. 75 
605 Hollander Company, Inc. Allen 50 


1955 


soit iE: 
QI . 


»? ‘ ) 


Readers 

Service Advertiser Page 
Number 

CCCCCOCECROSCREROORCRRRCEEERCREREERECEORERRRCOCCORCRESRERCCCREREEGRRREGEORECRRERRRERERReeRReetteeeeeeeneeeeE 
— Hollywood Banners 22, 48, 116 
609 International Color Gravure, Inc. 2 
607 Ivel Corporation .. 105 
610 Johnstone & Cushing 26 
611 Keller Co., D. F.............. 69 
612 Kleen-Stik Products, Inc....... 114 
613 Kurshan & Lang Color Service 57 
614 Lewis Artist Supply Co. 60 
615 Ludwig, Inc., F. G. 56 
— Major Photo Co. 58 
616 Markol Metal Products Inc. 50 
617 McGrath and Associates, Thomas F. 65 
618 Mergenthaler Linotype Co. 85 
619 Milprint, Inc. 21 
620 Modern Clock Advertising Co. 116 
623 Monet Company, The 61 
621 Monsen-Chicago 78 
622 Moss & Co., M. E. 111 
625 Moss Photo Service, Inc. 70 
— Naz-Dar Company 19 
— Neenah Paper Company 9 
627 Nellon, Jr., Arthur H...... 60 
629 Northwestem Photo Engraving Co. 66 
630 Ohio Art Materials Company, The . 60 
631 Oxford Paper Co. Inside Back Cover 
632 Pam Clock Co., Inc. 76 
634 Peerless Lithographing Co. 68 
635 Perfo Mat & Rubber Company 76 
636 Picture Recording Company 99 
637 Pioneer Rubber Company, The 110 
638 Pontiac Engraving and Elec‘rotype Co. 8 
633 Popper & Co., Wm. C. 69 
639 Publishers Book Bindery, Inc. 50 
640 Radiant Color Co...... 89 
642 Rapid Copy Service, Inc. 56 
643 Rapid Electrotype Company, The ll 
644 Rapid Typographers, Inc.. 119 
641 RCA Victor Custom Record Sales 111 
645 Reilly Electrotype Company 13 
646 Remington Rand Inc. ; 14 
647 Rocke & Company, Inc., Sande 24 
649 Sales Tools, Inc. ag 
650 Service Bindery Co., Inc. 17 
651 Service Typographers, Inc. 84 
652 Skokie Colorgraph Co., Inc....... 70 
653 Sloves Mechanical Binding Co., Inc. 70 
648 St. Regis Paper Company 29 
654 Stafford Engraving Co. 119 
656 Standard Tag Co. 43 
— Strathmore Paper Co. 12 
655 Switzer Bros., Inc. 15 
657 Talking Tape Company, The 43 
658 Tele-Flix Company, The 119 
659 Texlite, Inc.. 74 
660 Thomas Collators, Inc. 51 
588 Top-Spot Specialty 109 
662 Transcolor Corporation 61 
661 Transilwrap Co. 117 
664 Underwood & Underwood 56 
665 Veritone Company 43 
666 Victoria Printed Products, Inc. 110 
667 Viewlex Inc. Inside Front Cover 
668 Volk, Jr., Art Studio, Harry 60 
670 Warwick Typographers, Inc. 26 
669 West-Dempster Co. 58 








501/Circle on Readers’ Service Cord 
Kodak Tri-Color Process 

- - samples and details of new tri-color 
printing process. (Page 71) 
$02/Circle on Readers’ Service Card 
Chromax Color Prints 


. . . complete details and samples of Chro- 
max color printing. (Page 71) 


503/Circle on Readers’ Service Card 

Fog-Resistant Photocopy Paper 

. .. Information about new photocopy paper. 
(Page 36) 

$04/Circle on Readers’ Service Card 

Plastic Laminating 

. . » folder describing plastic laminating of 

photos, diplomas, certificates, etc. (Page 36) 


$05/Circle on Readers’ Service Card 
Bemis Polyethylene Bags 
. . » brochure, “Packaging for Sales,” de- 
scribes polyethylene bags. (Page 44) 
506/Circle on Readers’ Service Card 
Photographic Guides 
. .. booklet lists 80 books and guides avail- 
able on photo equipment. (Page 57) 
$07/Circle on Readers’ Service Card 
Graphic Arts Aids 
. . . 116-page catalog of graphic arts aids. 
(Page 58) 

$08/Circle on Readers’ Service Card 
Dry Copying Machine 

. information on machine which copies 
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% Send for these helpful selling tools 





515/Circle on Readers’ Service Card 
Facts at Your Fingertips 

. . - booklet gives information on planning 
catalogs, sales manuals. (Page 72) 


516/Circle on Readers’ Service Card 
Elbe File, Binder Catalog 

. complete 96-page catalog of binders, 
memo books, albums, etc. (Page 72) 


517/Circle on Readers’ Service Card 

Ink Horizons Booklet 

. .. booklet traces background, gives outline 
of developments in inks. (Page 72) 


518/Circle on Readers’ Service Card 
Artype Faces, Borders 

. . . folder describes new faces and borders 
in cold type on acetate sheets. (Page 82) 


519/Circle on Readers’ Service Card 
Bullard’s Alphabets 

. . - booklet describes type book with 2,200 
different fonts of type. (Page 82) 


' Readers’ 
I Service Name__ 
Dept. 
san we 
! 5 Address. 


* Please send me the following: 





520/Circle on Readers’ Service Card 
Mistral Typeface 

... specimen sheets show Mistral, new face 
by Amsterdam Continental. (Page 84) 


$21/Circle on Readers’ Service Card 
Wrap-around Self-stick Rolls 

. samples, details of wrap-around trans- 
parent signs or decorations. (Page 118) 


522/Circle on Readers’ Service Card 
Decal Store Window Valances 

. details on simplified decal valance 
combinations for advertisers. (Page 74) 


523/Circle on Readers’ Service Card 

Ice Cream Flavorboards 

. . . details on flavorboards for retail out- 
lets. (Page 75) 


$24/Circle on Readers’ Service Card 

Letterhead Designs 

. . . portfolio describes, illustrates 12 letter- 

head designs, six suggested sales letters. 
(Page 91) 


*® Please print or type information below 


Title___ 
Products___ 
City & Zone_ 


Maat e 
S OW Le 


original paper in four seconds. (Page 60) items mentioned in editorial columns: 501 502 503 504 505 506 507 508 509 510 
509/Circle on Readers’ Service Card 511 512 513 514 515 516 517 518 519 520 521 522 523 524 525 526 527 528 529 530 
Styluses 531 532 533 534 535 536 537 538 539 540 541 542 543 544 545 546 547 548 549 
. «  Catalog-manual with information on ef- More details from AR advertisers: 551 552 553 554 555 aa — = = — 
fects of 30 different styluses. (Page 60) 561 562 563 564 565 566 567 568 569 570 571 572 573 574 575 576 
$10/Circle on Readers’ Service Card 
Art Clippings 

. catalog folder describing 52 art clip 
books, annuals and scrapbooks. (Page 61) 























$11/Circle on Readers’ Service Card 

3-D Letters, Plaks 

. .. folders describe Hernard 3-D letters and 
Plaks for product identification. (Page 74) t 


$12/Circle on Readers’ Service Card 
Colomat Color Proofs 

. . . details on Colomat process which fur- 
nishes color proofs from photographic nega- 
tives in about 15 minutes. (Page 65) 


$13/Circle on Readers’ Service Card 
Natural Color Business Cards 

. .. samples and literature describing busi- 
ness cards in natural color. (Page 66) 


Postage 
Will be Paid 
by 
Addressce 





First Cl P it No. 95, Sec. 34.9, P. L. & R., Chi » = 
514/Circle on Readers’ Service Card ne _ 
GEM Color Printing 
. . . folder shows samples of color printing. 


(Page 72) 
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525/Circle on Readers’ Service Card 
New White Offset Paper 

. sampler shows “brilliant” white offset 
paper by International. (Page 91) 


§26/Circle on Readers’ Service Card 
Watermark Service 

... details on private watermarking service 
for letterheads, business forms. (Page 91) 


527/Circle on Readers’ Service Card 
Bright White Stock 

. . » broadside on Velopaque text, brilliant 
white stock with high opacity. (Page 91) 


528/Circle on Readers’ Service Card 
Jumbo Mailing Cards 

.. sample kit containing 18 jumbo mailing 
cards with colorful borders. (Page 92) 


529/Circle on Readers’ Service Card 
Oversize Telegram 

. . » literature describing oversize telegram 
and Twin-Vue letter. (Page 92) 





530/Circle on Readers’ Service Card 

Reel Storyboard 

. . . brochure on reel storyboard and Fold- 
o-Folio for tv presentations. (Page 95) 


$31/Circle on Readers’ Service Card 
Promotional Phone Records 

. . . details about mag-a-disc phonograph 
records. (Page 100) 


$32/Circle on Readers’ Service Card 
Preparing Filmstrip Material 

. . . leaflet describes how to prepare mate- 
rial for your own filmstrip. (Page 100) 


533/Circle on Readers’ Service Card 
Talking Postcard 

. .. samples and details of phonograph rec- 
ord on regular postcard. (Page 100) 


534/Circle on Readers’ Service Card 
New Projectors 

. details on two new projectors by 
Picture Recording Co. (Page 100) 


Postage 
Will be Paid 
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If Mailed in the 
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by 
Addressce 
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Chicago 11, Ill. 
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Items mentioned in editorial columns: 501 
“ 511 512 513 514 515 516 517 518 519 520 521 
31 532 533 534 535 536 537 538 539 540 541 
More details from AR advertisers: 551 
61 562 563 564 565 566 567 568 569 570 571 
581 582 583 584 585 586 587 588 589 590 591 
01 602 603 604 605 606 607 608 609 610 611 
21 622 623 624 625 626 627 628 629 630 631 
641 642 643 644 645 646 647 648 649 650 651 
61 662 663 664 665 666 667 668 669 670 671 


502 503 504 505 506 507 508 509 510 
522 523 524 525 526 527 528 529 530 
542 543 544 545 546 547 548 549 

552 553 554 555 556 557 558 559 560 
572 573 574 575 576 577 578 579 580 
592 593 594 595 596 597 598 599 600 
612 613 614 615 616 617 618 619 620 
632 633 634 635 636 637 638 639 640 
652 653 654 655 656 657 658 659 660 
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* Note: Inquiries for items listed not serviced beyond August 15, 1955 
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535/Circle on Readers’ Service Card 
Prefabricated Exhibits 
. . » brochure shows prefabricated exhibit 
units by Direct Displays. (Page 106) 
$36/Circle on Readers’ Service Card 
Low-Cost Prefab Exhibit Unit 
. . - details on fibre board prefabricated ex- 
hibit unit by Federal Displays. (Page 106) 
537/Circle on Readers’ Service Card 
Show Promotions Services 
. . « folder describes how to merchandise 
exhibit space, develop attendance, increase 
public relations, etc. (Page 106) 
538/Circle on Readers’ Service Card 
Corrugated Panel Displays 
. - » brochure describes Panelrama corru- 
gated paper wall sign. (Page 106) 
539/Circle on Readers’ Service Card 
Chicago Exhibit Information 
. .- booklet contains information needed by 
Chicago show exhibitors. (Page 106) 
$40/Circle on Readers’ Service Card 
Goodwill Advertising Specialties 
. . . booklet describes, illustrates line of ad 
specialties by Bayes Mfg.Co. (Page 108) 
541/Circle on Readers’ Service Card 
Poker Hand Matches 
. information on “Lucky Matches.” 
(Page 109) 
542/Circle on Readers’ Service Card 
Baby Sitters’ Guide 
... details on specialty folder designed as 
guide for baby sitters. (Page 109) 
543/Circle on Readers’ Service Card 
Mechanical Pencil 
. . details on First-Knighter mechanical 
pencil with concealed imprint. (Page 111) 
544/Circle on Readers’ Service Card 
Amusement Park Promotion 
. .. details on use of Palisades Amusement 
Park for photo backgrounds, availability of 
free tickets as premium prizes. (Page 111) 
545/Circle on Readers’ Service Card 
Auto Illustrated Calendars 
. . samples and details of calendars illus- 
trated with early automobiles. (Page 111) 
546/Circle on Readers’ Service Card 
Schiller Favor Catalog 
... Catalog lists wide variety of advertising 
specialties. (Page 111) 
$47/Circle on Readers’ Service Card 
Col-Q-Lator Calculator 
. .. details and prices on slide rule and disc 
type calculators. (Page 112) 
548/Circle on Readers’ Service Card 
“Strip-Tease” Catalog 
. catalog and lively pictures describe 
basic motion devices. (Page 116) 
549/Circle on Readers’ Service Card 
Display Workshop Units 
. - » booklet describes products of Display 
Workshops. (Page 117) 
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mentioned on this page 





A recent survey shows that only one-third of appliance 

owners buy the same brand twice in a row. A vital aid in 

o holding customers is a better instruction manual to assure 
proper operation and avoid costly servicing. There are 

Oxford papers for each service book need which provide 

accurate reproduction of illustrations and easy-to-read text. 

‘. Ask your Oxford Merchantto show you successful examples. 

Z TWO VALUABLE AIDS. (7) J /e new OXFORD PAPER SELECTOR CHART, 
a time-saving master guide to the right grade for each purpose. (2) 


The new OXFORD PAPER COST CALCULATOR for finding the exact cost 
per 1000 sheets. Ask your nearby Oxford Merchant or write us direct. 


xtord Papers 
ney DA a 


! OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. 
Di\ Pe RS) : | salty 
FAS att aD OXFORD MIAMI PAPER COMPANY, 35 Fast Wacker Drive, Chicago 1, IlL 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 





. for more details circle 631, page 121 
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@ Maximum sharpness for every 
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Holds 20 stereo slides— 
shows them automatically! 


If you’re in the selling or servicing fields... 

the GA-20 will permit you to make your stereo sales 
presentations smooth and forceful, without those 
annoying and costly interruptions caused by 
manually-operated viewers. 

If vow’re in the manufacturing or professional 
fields... the GA-20 will permit you to study your 
stereo slides with greater ease and concentration 
than ever before. 


With the GA-20, your stereo slides 
leap into life automatically. 


ONLY 
$ » Kh00 includes 2 magazines 
and 20 slide mounts 






At leading photo dealers 


or write direct: 


GEISS-AMERICA chicago 45, hinois /’ 


. for more details circle 589, page 121 





